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Sosyal medyada tiiketici katilimimi (TK) artirmak giinlimiiziin rekabetgi pazarlarinda
markalarin karsilastigi 6nemli pazarlama problemlerinin basinda gelmektedir. Alan
yazindaki bir¢ok ¢aligma marka igerik tiirlerinin TK {izerinde énemli bir rol oynadigini
kanitlasa da simdiye kadar icerikte yer alan mecazi dil unsurlarimin 6nemi ve etkisine
deginilmemistir. Bu ¢alismanin amaci Tiirkiye’de faaliyet gosteren havayolu markalarina
ait Instagram mesajlarmin igeriginde yer alan mecazi dil unsurlarinin TK tizerindeki
muhtemel etkilerini kodlama/kod agimlama teorisi agisindan tespit etmektir. Caligma
icin 1230 adet havayolu Instagram gonderisi Coklu Dogrusal Regresyon modeliyle
incelenmistir. Arastirma sonucunda mecazi dil unsurlarindan deyim ve kisilestirmelerin
TK’y1 cesitli seviyelerde etkiledigi saptanmistir. Elde edilen bulgular, ¢cevrimici ortamda
kullanilacak mecazi dil unsurlarinin katilimi nasil etkiledigine dair ipuglart vermesinin
yant sira sosyal medya pazarlama iletisiminde igerigin nasil tasarlanacagi gibi pratik
faydalar da sunmaktadir.

Anahtar kelimeler: tiiketici katilimi, tiiketici davranisi, mecazi dil, ¢oklu dogrusal
regresyon, havayolu
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THE EFFECT OF FIGURATIVE LANGUAGE ON CONSUMER
ENGAGEMENT: CASE OF TURKISH AIRLINE INSTAGRAM PAGES

ABSTRACT

Increasing consumer engagement (CE) in social media is one of the most important
marketing problems faced by brands in today’s competitive markets. Although many
studies in the literature prove that brand content types play an important role on CE, the
importance and impact of the figurative language elements in the content has not been
mentioned so far. The aim of this study is to determine the possible effects of figurative
language elements on CE based on encoding/decoding theory. For the study, 1230
airline Instagram posts were examined with the Multiple Linear Regression model. As
a result of the research, it was determined that figurative language elements (idioms and
personifications) affect CE at various levels. In addition to providing clues about how the
figurative language elements to be used in the online environment affect engagement, the
findings also give tips for practical benefits such as how to design content in social media
marketing communication.

Keywords: consumer engagement, consumer behavior, figurative language, multiple

linear regression, airline
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1. Giris

Teknolojinin gelisimiyle birlikte sosyal medya, tiiketiciler arasinda yayginlasmis
ve popiiler hale gelmistir. Dolayisiyla sosyal aglarin, tiiketicilere ulagsmada, onlari
bilgilendirmede, etkilesimde bulunmada, satis yapmada ve yeni yollar sunmada
etkili araclar oldugu kabul edilmektedir (Mangold ve Faulds, 2009; Lamberton ve
Stephen, 2016).

Tiiketicileri sosyal aglarda marka mesajlariyla etkilesim ¢abasina yonlendirmek,
giiniimiiziin dinamik ig ortamlarinda bir¢ok avantaj saglamaktadir. Sosyal aglarda
gerceklesen tiiketici katilimi (TK), markalar icin rekabet avantaji elde etme,
bilgiyi degerlendirme ve izlemede onemli bir deger olarak (Dolan vd., 2016)
giinlimiiz pazarlama uzmanlar1 ve aragtirmacilar tarafindan kullanilabilmektedir.
Boylece TK, yaratici pazarlama stratejilerinin gelistirilmesine yardimci olmakta,
markalarin karlarini artirmasina ve rakiplerine kiyasla rekabet¢i bir yer edinmesine
katkida bulunmaktadir (Brodie vd., 2011; Sedley ve Perks, 2008). Dahas1 TK, viral
pazarlama faaliyetlerinde ve hizmetler i¢in ortak deger yaratmada da 6ncelikli bir
role sahiptir (Van Doorn vd., 2010; Ashley ve Tuten, 2015).

TK’nin nicel dlgiilerle belirlenmesi ve olumlu yonde artirilmasi ise sosyal medya
pazarlama literatiiriindeki o6ncelikli problemlerdendir. Gegmis bir¢ok arastirmada
TK, markalarin yayinlamis olduklari mesajlara karsilik gelen begeni, yorum ve
paylasim sayilar1 kullanilarak elde edilmekle birlikte (Cvijikj ve Michahelles,
2013; Thao vd., 2017; Leung vd., 2013) giiniimiiz diinyasinda markalar, sosyal
medya uygulamalarinda TK’y1 artirmak i¢in yaratict pazarlama stratejileri
gelistirmektedirler (Ashley ve Tuten, 2015; Brodie vd., 2011). Bahsi gecen
stratejiler arasinda ise etkin igerik tiretimi 6ne ¢ikmaktadir.

Icerik iiretimi esnasinda bilgilendirici, eglenceli veya sosyal mesajlar (De Vries
vd., 2012; Cvijikj ve Michahelles, 2013; Thao vd., 2017; Menon vd., 2019),
canlilig1 temsil eden metinler, resimler veya videolar (De Vries vd., 2012; Schultz,
2017; Sigurdsson vd., 2020), etkilesimi ifade eden baglantilar (De Vries vd.,
2012; Leung vd., 2013; Sabate vd., 2014) ve emoji gosterimi (Kogak , 2022a)
kullanilmakta olup bu stratejiler, sosyal ag sitelerinde begenme, paylagsma veya
yorum yapma davranisi olarak ortaya ¢ikan TK’y1 etkileyebilmektedir.

TK’y1 etkileyebilecek diger stratejiler arasinda ise dilbilim tipolojileri
yer almaktadir. Psikodilbilim {izerine yapilan son arastirmalar, markalarin
kullandig1r zamir tiirlerinin (Chang vd., 2019; Labrecque vd., 2020) ve
kesinlik belirten ifadelerin (Pezzuti vd., 2021) katilim ile iligkili olabilecegini
diistindtirmektedir.

Psikodilbilim arastirmalarinda one ¢ikan bir diger husus ise mecazi dil
kullanmmudur. Igerik stratejileri arasinda kabul edilebilecek mecazi dil, bireylerin
iletisim siiresince diinyayr algilamasi {izerinde cesitli etkilere sahip olmakla
birlikte (Richardson ve Matlock, 2007) sosyal ve estetik kaygilarla karmasik
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fikirlerin kolayca iletilmesinde yardimci olan bir ifade bicimi olarak one
¢ikmaktadir (Colston ve Gibbs, 2021). Literatiirde yer alan bir¢ok c¢alisma
mecazi dil kullaniminin dikkatin artmasina (Leigh, 1994), tesvik edici ve olumlu
¢ikarimlara (McQuarrie ve Phillips, 2005), tutumsal veya duygusal etkilere
(McQuarrie ve Mick, 2003; Lim vd., 2009) yol agabilecegini ortaya koymaktadir.
Tiim bu istatistiksel olarak kanitlanmis aragtirmalardan yola ¢ikildiginda marka
iletisiminde mecazi dil kullaniminin davranigsal veya duygusal tepkilerle i¢ ige
olan TK ile iligkili olabilecegi hipotezini gii¢lendirmektedir.

TK literatiiriinde farkli endiistriyel markalara yonelik artan sayida aragtirma
bulunmasina ragmen (De Vries vd., 2012; Cvijikj ve Michahelles, 2013; Luarn vd.,
2015; Dolan vd., 2019 vb.) bu ¢aligmalar tatmin edici bir sayiya ulasamamuistir.
Dahas1 hizmet yogun bir sektorde faaliyette bulunan havayolu markalarina yonelik
TK aragtirmalari da oldukg¢a sinirlidir (Leung vd., 2013; Seo ve Park, 2018; Menon
vd., 2019; Sigurdsson vd., 2020; Kogak, 2021). Dolayisiyla havayolu markalarinin
sosyal medyadaki mesaj 6zelliklerinin TK y1 nasil etkiledigini belirlemek oldukga
ihtiya¢ duyulan bir aragtirma alanidir (Menon vd., 2020).

Nitekim havayolu markalariin sosyal medya paylasimlari; marka sadakatini
(Thao vd., 2017; Sigurdsson vd., 2020) ve tiikketici motivasyonunu (Seo ve Park,
2018) etkileyebilmektedir. Ozellikle havayolu endiistrisindeki mesaj igeriklerinin
ve TK tizerindeki etkilerinin belirlenmesi gerek pazarlama yaklasimina gerekse
literatiire 6nemli katkilarda bulunabilecektir (Sigurdsson vd., 2020; Menon vd.,
2020). Dolayisiyla mevcut ¢alisma, havayolu marka gdnderilerinde mecazi dil
unsurlarinin TK {izerindeki etkisine yanit aramaktadir.

Teorik agidan bakildiginda ise Hall’un (1973) kodlama/kod agimlama modeli,
havayolu markalar1 ve tiiketiciler arasinda boylesine bir iletisim silirecinin
nasil gerceklestigini agiklamak icin kullanilabilmektedir. Modele gore, iletisim
siirecinde yer alan gonderici (marka), mecazi unsurlar (deyimler, mecaz-1
mirseller, kisilestirmeler, benzetmeler) araciligiyla mesaji kodlayarak iletisim
siirecini baglatmaktadir. Ardindan alic1 (tliketici), marka mesajin1 agmakta,
anlamlandirmakta ve bu mesaja begeni, yorum veya paylasim gibi cevrimigi
davranislarla karsilik vermektedir (Labrecque vd., 2020).

Tiim bu teorik ve pratik yaklasimlar neticesinde mevcut ¢alismanin amaci; mecazi
dil kullaniminin tiiketici baglilik davranisini nasil etkiledigini incelemektir.
Dolayisiyla bu arastirmanin sorusu asagidaki gibi sekillenebilir:

Arastirma Sorusu 1: Tiirkiye'de faaliyet gosteren havayolu isletmelerinin
Instagram mesajlarinda mecazi dil unsurlarint kullanma diizeyleri nedir?

Arastirma Sorusu 2: Tiirkiye 'de faaliyet gésteren havayolu isletmelerinin mecazi
dil icerikli Instgram mesajlarina yonelik tiiketicilerin katilim diizeyleri (begeni,
paylasim ve yorum) nasildir?
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Arastirma Sorusu 3: Tiirkiye'de faaliyet gosteren havayolu isletmelerinin
Instagram mesajlarinda mecazi dil unsurlarint kullanma diizeyleri ile tiiketici
katilimi arasindaki iliski nedir?

Arastirma ig¢in ilgili literatiirden TK’y1 etkileyen onciiller (De Vries vd., 2012;
Cvijikj ve Michahelles, 2013; Schultz, 2017; Menon vd., 2019; Labrecque vd.,
2020; Kogak, 2021; Kogak, 2022a; Kogak, 2022b) ve marka-tiiketici iletisiminde
onemli birtakim mecazi dil unsurlar1 (Kimvd., 2016; Djafarova, 2017) derlenmistir.

Gegmis ¢alismalara bakildiginda mesaj igeriginin TK iizerindeki etkisi arastirilmig
olsa da (De Vries vd., 2012; Cvijikj ve Michahelles, 2013; Schultz, 2017), simdiye
dek mecazi dilin marka gonderileri tizerindeki etkisi incelenmemistir. Dolayisiyla
bu ¢alisma:

Alanyazinda ilk defa markalar tarafindan kullanilan mecazi dil unsurlarinin
(deyim, mecaz-1 miirsel, kisilestirme ve benzetmeler) TK iizerindeki etkilerini
incelemekte olup sunmus oldugu 6zglin model ile mevcut literatiire dnemli
katkilarda bulunmaktadir.

Alanyazindailk defa Tiirkiye’deki havayolu markalarinin Instagram mesajlarindaki
mecazi dil kullanimlarini tespit etmektedir.

Alanyazinda ilk defa havayolu markalarinin mecazi dil kullanimmin TK
iizerindeki etkilerini kabul gérmiis baz1 degiskenlerin (zamir kullanimi, mesajin
gonderilme ani, kelime sayisi, fotograf ve etiket “hashtag” kullanimi) kontroliinde
incelemektedir.

Aragtirma i¢in Onerilen modeli test etmek igin ise 6 Tiirk havayolu markasinin
resmi Instagram gonderileri kullanilmistir. Calismanin ilerleyen kisimlarinda
sirastyla teorik ¢cerceveye dayali literatiir taramasi, kullanilan yontem ve bulgular,
tartigma, arastirmanin ortaya ¢ikardigi teorik ve pratik etkilerin yan1 sira gelecek
calismalar i¢in Oneriler yer almaktadir.

2. Kavramsal Cerceve
2.1. Sosyal medya pazarlamasi

Markalarin Girlinlerini geleneksel iletisim araglarina oranla daha diistik maliyetlerle
tilketiciye sunmasina imkan taniyan sosyal medya (Kaplan ve Haenlein, 2010)
hazirlanan igeriklerle yine tiiketicilerin marka hakkinda haberdar olmasi, olumlu
veya olumsuz deneyimlerini paylasmasi konularinda (Powell vd., 2011) énemli
bir iletisim platformu olarak 6ne ¢ikmaktadir.

Sosyal medya pazarlamasi ile markalar igeriklerine maruz kalan Kkitlelere
yonelik iletisimi kolayca yonetebilmekte, degisen beklentileri karsilayabilmekte
ve kaynaklarmi idare edebilmekte olup Omrii siirl yenilikler i¢in de dogru
pazarlama stratejilerinin olusturulmasinda birtakim kolayliklar sunabilmektedir
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(Ates vd., 2019; Erdem, 2021). Markalarin iletisimi yonetmeleri ve tiiketicileri
satin alim Oncesi ikna edip satis sonrast memnun edebilmeleri i¢in sosyal medya
araglarimi kullandiklar bilinmektedir. Bahsi gegen araglar arasinda sosyal medya
takibi, sosyal imleme ve etiketleme, sosyal Ol¢climleme ve raporlama, sosyal
misteri iliskileri yonetimi ve blog pazarlamasi 6ne ¢ikmaktadir.

*  Sosyal medya takibi ile markalar, kullanmis olduklar1 bir¢ok sosyal medya
platformundaki paylagimlarin etkilesim anlaminda ne gibi avantajlar ya da
dezavantajlara sebebiyet verdigini tespit edebilmekte ve bu sayede tiiketicinin
satin alma niyetini tegvik etmek i¢in iletisim kanallarini ¢esitlendirebilmektedir
(Barker vd., 2012).

e Sosyal imleme, markalarin sunmus olduklar1 iiriin ve hizmetleri ile ilgili
iceriklerin kelime ya da web sitesi baglanti linkleri ile sosyal medya {izerinden
kullanicilarin paylagimina sunmasidir. Bdylece arama motorlarinda ¢ok
daha popiiler hale gelinebilmekte site trafigi artis gosterebilmektedir. Sosyal
etiketlemede ise markalar ya da tiiketiciler; fotograf, video, yorum ve benzeri
paylasimlar tizerinden “@” ve “#” gibi isaretlerle etiketleme yapabilmekte ve
daha genis kitlelere ulasabilmektedirler (Gargari, 2012).

*  Sosyal dlglimleme ve sunum, tiiketicilerin marka hakkindaki goriislerinin ve
duygularinin tespiti, sunumu ve bu sayede marka imajinin giiglendirilmesinde
onemli rol oynayan bir pazarlama iletisimi faaliyetidir (Barutgu ve Tomas,
2013).

e Sosyal miisteri iliskileri yonetimi, markalarin pazarlama stratejilerini
desteklemek ve miisteriyi etkilesime tesvik etmek amaciyla kullanilan
bir pazarlama teknigidir. Boylece miisteriler beklentilerinin karsilanmasi
konusunda ikna olabilmekte ve anlik geri bildirimlerle daha iyi bir deneyim
tecriibe edebilmektedirler (Vural ve Okmeydan, 2016).

* Bloglar, markalarin {liriin ve hizmetleri hakkinda tiiketicilere bilgi verdigi,
kimi durumlarda ise tiiketicileri deneyimlerini paylagsmaya davet ettigi onemli
bir pazarlama iletisimi araci olarak one ¢ikmaktadir. Boylece isletmelerin
cevrimi¢i gorlniirliikleri artmakta ve cift yonlii etkilesim ortami elde
edilebilmektedir (Wright, 2006; Alan vd., 2018).

2.2. Sosyal medyada icerik pazarlamasi

Markalarin pazara sunmus olduklar1 iirtin ve hizmetlerle ilgili bilgi ve
yeniliklerin sosyal medya ortaminda birtakim fikirler ¢ercevesinde igerige
dokilip tiiketicilerin begenisine sunulmasi kabaca igerik pazarlamasi olarak
ifade edilebilir. Nitekim Kotler ve arkadaslari da (2017) igerik pazarlamasini
¢evrimigi ortamda sohbet etmek icin kullanilan ¢ift yonlii etkin igerik
iiretimi olarak tanimlamuslardir. igerik pazarlamasinda dikkat edilmesi elzem
olan konu sayfa tasarimi, grafik, metin ve videolarin yani sira markalarin
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tiikketicileri sosyal medya tizerinden mesaj bombardimanina tutmaktansa (ki
bu durum miisterileri yorarak mesaja kars1 duyarliligin1 azaltabilmektedir)
onlarin beklentilerine gore kaliteli ve 6zenli igerikler liretmesi ve buna karsilik
sadakat elde edebilmesidir (Benli ve Karaosmanoglu, 2017). Sosyal medyada
markalarin kullandigi igerik tipleri daha cok son donem tiiketici katilimi
caligmalari ile tespit edilmis olup genel olarak 3 kategoride (igerik, sunum ve
gramer) degerlendirilebilmektedir.

Icerik agisindan bakildiginda markalar sosyal medya kanallarinda bilgisel,
eglenceli, sosyal ve 6diillii mesajlara yer verebilmektedirler.

Bilgi igerikli mesajlar; marka adi, iiriin bilgileri, kullanici kilavuzu, iiriin fiyati
ve indirimi hakkinda (Lee vd., 2018) olup eglenceli mesajlar ise ¢ekici videolar,
anekdotlar, sloganlar ve kelime oyunlarinin yani sira (Luarn vd., 2015), bulmaca,
sakalar, ilgi g¢ekici hikayeler (Tsai ve Men, 2013), slogan kullanimi, kelime
oyunlar1 (Cvijikj ve Michahelles, 2013), tatil kutlamasi ve mizah (Lee vd., 2018)
gibi unsurlar1 barindirabilmektedir. Sosyal mesajlara bakildiginda giinliik yasama
dair agik uglu sorular, sanat ve spor etkinlikleri, tiiketicinin etkilesim kurmasini
saglayacak markalarin iiriin ve hizmetlerine iliskin anketler ve alintilar bu
grupta yer almaktadir (Menon vd., 2019; Cuevas-Molano vd., 2021). Son olarak
markalarin kullanabilecegi bir diger icerik stratejisi ise 6diil unsurunun mesajlarda
kullanimidir. Marka tarafindan miisterinin ilgisini ¢ekmek amaciyla yaymlanan
yarisma, promosyon, deneme ve kupon gibi 6zel teklifler 6diil unsurunu 6n plana
cikarabilmektedir (Luarn vd., 2015).

2.3. Sosyal medyada tiiketici katilimi

Pazarlama literatiiriinde katilim kavrami ilk defa 2001 yilinda ele alinmis olup
(Brodie vd., 2011) markalarin tirlin ve hizmetlerini gelistirmede dnemli bir yere
sahiptir. Stratejik acidan dogru kullanilmasi halinde tiiketicide pozitif bilissel,
duygusal ve davranigsal ¢iktilar sunabilmektedir.

Tiiketici katilimi, tiiketicinin satin alma Oncesinde diger miisterilerle firma ya
da markayla ilgili interaktif agizdan agiza iletisim kurmasini, kendi goriislerini
belirtmesini ve baska tiiketicilerle bu sekilde is birligine gitmesini ifade eden bir
kavramdir (Van Doorn vd., 2010). Tiiketici katiliminin en basit ve genis anlamda
tanim1 ise Hollebeek ve arkadaglari (2014) yapmuistir. Onlara gore tiiketici
katilimu, tiikketici-marka iletisiminde; tiiketicilerin bilissel, duygusal ve davranigsal
ifadelerinin ortaya ¢ikmasidir.

Alanyazinda tiiketici katiliminin belirlenmesi amaciyla anketler (Hollebek
vd., 2016; Kujur ve Singh, 2020) ve goriismelerin (Tsai ve Men, 2013) yani
sira sosyal medyada tiiketicilerin marka mesajlarina karsilik vermis olduklart
begeni, paylasim, yorum tepkileri (De Vries vd., 2012; Menon vd., 2019) de
kullanilabilmektedir.
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2.4. Tiiketici katihmim agiklayan model ve teoriler

Tiiketicilerin marka iletisim g¢abalarina karsilik gostermis olduklar1 davraniglar
aciklamak igin ise Kullanimlar ve Doyumlar Teorisi, Kodlama/kod agimlama
Modeli ve Kaynak Giivenirligi modeli kullanilabilmektedir. Elihu Katz (1959)
tarafindan 6ne siiriilen Kullanimlar ve Doyumlar Teorisi, bireylerin icerik tiikketimi
esnasinda hangi medya araclarmi yine hangi amagclarla kullandiklar1 sorularina
aciklik getirmekle birlikte medya igerikleriyle tliketici arasinda islevsel bir iliski
bulundugunu iddia etmektedir. Bireylerin sosyal ve psikolojik ihtiyaclarim
gidermek amaciyla medya ve diger kaynaklari kullandiklari ve ihtiyaglari
dogrultusunda &zel birtakim igeriklere yoneldiklerini ifade etmektedir (Yaylagiil,
2008). Teoriyi destekleyen davranislar arasinda kullanicilarin bilgi arayisi, sosyal
etkilesim, 0diil, eglence, kisisel aidiyet gibi nedenlerle farkli medya kanallarini
tercih etme aktiviteleri yer almaktadir (Calder vd., 2009).

Hall’un (1973) Kodlama/kod ag¢imlama modelinde ise kitle iletisim araglar
tarafindan tiretilen mesajlar, alici tarafindan iglenmekte, ardindan mesaj icerisinde
kodlanmis anlamlar ortaya ¢ikarilmakta (baska bir deyisle ¢oziilmekte) (Yaylagiil,
2008) ve son olarak bu mesajlara tiiketici davranigsal birtakim tepkiler vermektedir.
Sosyal medya pazarlamasi acisindan bakildiginda bu tepkiler begenme, yorum
yapma veya paylasim gibi davraniglara doniisebilmektedir (Labrecque vd., 2020;
akt. Kogak, 2023).

Son olarak pazarlama arastirmalar1 i¢in Onerilen kaynak giivenirligi modelinde
(Hovland ve Weiss, 1952) kaynagin (marka) giivenirliliginin yine kaynaktan
¢ikan nesnelere yonelik alict inang, tutum ve davraniglarini etkileyebilecegi dne
stiriilmektedir. Modelin ¢ekicilik, uzmanlik ve giliven olarak ortaya c¢ikardigi
iic boyut marka mesajlarina olan ilgiyi etkileyebilmektedir (Serman ve Sims,
2022). Dolayisiyla sosyal medyadaki markalarin yayinlamis olduklari mesajlarin
onlarla etkilesime giren tiiketicilerce giivenilir olarak etiketlenmesi ve bu
mesajlarla etkilesime girilmesi modelin agikladigi davranislar biitiinli olarak
goriilebilmektedir.

2.5. Pazarlama iletisiminde mecazi dilin kullanimi

Mecazi dil soyut durumlart somutlastirmak igin iletisimde siklikla bagvurulan s6z
sanatlarmdandir. Ozellikle yakin iliskiler kurmak (Gibbs, 1994), esprili olmak,
diyalogu yonetmek ve dikkat cekmek (Roberts ve Kreuz, 1994) gibi bircok amag
icin climlelere yerlestirilebilen mecazi dil, “sozciigiin temel anlaminin 6tesinde ek
bir ¢agrigimi iletmek icin dolayl ifadelerin kullanim1” olarak tanimlanmaktadir
(Fogelin, 1988; Kronrod ve Danziger, 2013).

Mecazi dil, disaridan bakildiginda karmasik bir yap1 gibi goriinse de 6zel caba
gerektirmeden {iretilip anlasilabilen, duygu ve deneyimleri biligsel ve sosyal
stireclerden gecirerek etkili bir sekilde aktarabilen araglardan biri olarak 6ne
¢ikmaktadir (Colston ve Gibbs, 2021). Mecazi dil sadece bireyler i¢in degil
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markalar i¢in de bagvurulan iletisim tekniklerinden biridir. Nitekim markalarin
mecazi dil kullanimi, alandaki pazarlama uzmanlar1 ve arastirmacilari da bu dilin
tiikketiciler iizerindeki psikolojik, hazc1 ve ikna edici etkilerini aragtirmaya itmistir
(McQuairre ve Mick, 1996; Djafarova, 2017; Pogacar vd., 2017; Wu vd., 2017;
Fox vd., 2019).

Gegmis galigsmalar incelendiginde mecazi dilin reklamcilik séylemlerinde (Leigh,
1994; McQuarrie ve Phillips, 2005; Kronrod ve Danziger, 2013; Djafarova, 2017),
misterilerle kisisel iletisimde (Choi vd., 2019) ve sosyal medya arastirmalarinda
(Kimvd.,2016; Pogacarvd.,2017; Fox vd., 2019) tiiketici davranisinin gze carpan
bir bileseni olarak one ¢iktig1 gozlenmektedir. Dolayisiyla, iletisimde mecazi dil
kullaniminin yogunlugunu, nedenlerini ve etkilerini anlamak, pazarlamacilarin
marka mesajlarin1 yeniden tasarlamasinda ufuk agici ipuglart sunacaktir. Bu
baglamda Leigh (1994) reklam bagliklarinin ¢ogunun mecazi dilden olustugunu
tespit etmistir.

McQuarrie ve Mick (2003) ise mecazi dil kullaniminin tiiketiciler {izerinde
hatirlanirhig giiclendirdigini belirlemislerdir. Bir diger calismada McQuarrie
ve Phillips (2005) reklamlardaki dolayli ifadelerin, 6zellikle metaforlarin,
tiiketicileri marka hakkinda olumlu bir goriise sahip olmaya tesvik ettigini 6ne
siirmiiglerdir.

Djafarova (2017) turizm hizmetlerine iliskin mecazi dil kullaniminin
tiiketicilerin dikkatini destinasyon imajina ¢cekmede etkili olabilecegini ifade
etmistir. Fox ve arkadaslar1 (2019) sosyal medyadaki marka paylagimlarini
incelemis ve mecazi igerigin insanlarin ilgisini artirma etkisine sahip oldugu
sonucuna ulagmistir.

Alandaki caligmalar genel olarak mecazi dile maruz kalan tiiketicilerin nasil
tepki verdigini arastirmaktadir. Ancak s6z konusu arastirmalar daha ¢ok marka
tarafindan gerceklestirilen paylagimlarin tiiketiciler iizerindeki etkilerini ele
alirken bazi arastirmalar, tiiketicilerin trettigi iceriklerde yer alan mecazi dil
unsurlarma yogunlagmaktadir. Ozetle, duygusal iletisimin bir parcasi olarak
mecazi dil kullaniminin artmasi, tiiketicileri hazei tikketim konusunda daha fazla
ikna edecegi diistiniilmektedir (Pogacar vd., 2017).

Kronrod ve Danziger (2013), hazci tiiketimle ilgili deneyimlerin genellikle
mecazi bir dille ifade edildigini ve bu dili iceren tiiketici yorumlarinin diger
tikketicilere karst olumlu bir tutum olusturdugu sonucuna ulagmiglardir.
Onceki arastirmalardan farkli olarak, Wu ve arkadaslar1 (2017) tiiketicilerin
mecazi yorumlarmin ikna edicilik agisindan 6nemli avantajlar saglamadigim
tespit etmiglerdir. Sahoo ve arkadaglari (2020) ise sosyal aglarda mecazi
yorumlarin tiiketicilerin online aligveris deneyimini ve beklentilerini artirdigini
belirlemislerdir. Kisaca ister marka ister tiiketici tarafindan iiretilen i¢erik olsun
mecazi dil kullaniminin tiiketicilerin biligsel veya davranigsal tepkileri iizerinde



10 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say:: 1, Ocak 2024, ss. 1-38

etkileri oldugu agiktr.

Literatlirden yola ¢ikarak mecazi dili deyimler, atasézleri, metaforlar, ironiler
ve diger dolayli ifadeler olarak siniflandirmak miimkiindiir (Gibbs ve Colston,
2006). Bu calisma, Instagram’da havayolu markalar1 tarafindan kullanilan
deyimler, mecaz-1 miirseller, kisilestirmeler ve benzetmeler olmak {izere mecazi
dilin 4 temel unsurunu ele almaktadir. ilerleyen kisimlarda, pazarlama iletisimi
aragtirmalart i¢in bu unsurlarin 6nemi, biligsel ve davranigsal etkileri gdzden
gecirilecektir.

2.5.1. Deyimler

Deyimler, belirli bir grameri, ¢ekiciligi ve anlami olan, genel kurallara dayanmayan
basmakalip sozler olarak ifade edilmektedir (Aksoy, 1963). Moda, miizik ve film
basta olmak {izere bir¢ok endiistride markalar ve tiiketiciler i¢in giinliik iletisimin
ayrilmaz bir parcasi haline gelen deyimler; dili daha zengin, canli/renkli kilmak ve
altinda yatan anlam1 veya niyeti ifade etmek i¢in kullanilabilmektedir (Brenner,
2011).

Mecazi dilin énemli bir unsuru olan deyimler, reklamcilikta yaygin olarak
incelenmektedir (Lim vd., 2009). Bu ¢alismalarin ¢ogu marka sloganlarindaki
deyimlerin siklig1 izerine yapilmis olsa da Lim ve arkadaslar1 (2009) deyimlerin
anlama, anlam isleme, hatirlama ve tutum tizerindeki etkilerini incelemis ve
anlamli bulgular elde etmislerdir. Ancak tiiketicilerin deyim iceren marka
mesajlarina verdigi bilissel ve davranissal tepkileri aragtiran sinirl sayida calisma
bulunmaktadir. Psikodilbilim ve norobilim agisindan bakildiginda ise farkli
dillerdeki deyimlerin, diger dil unsurlarina kiyasla beyin aktiviteleri iizerinde
biligsel katilim1 daha etkili bir sekilde tetikleyebilecegini gostermektedir (Kana
vd., 2012; Bohrn vd., 2012; Citron vd., 2019). Pazarlama iletisiminde deyimlerin
kullanimina ydnelik farkli endistrileri esas alan ¢alismalar bulunmasina ragmen
incelenen literatiirde havayolu markalarmin deyim kullanimi ve bu kullanimin
tiikketici lizerindeki muhtemel etkileri simdiye kadar incelenmemistir. Dahast,
havayolu markalarinin sosyal medyada yaymladiklart mesajlarin  marka
farkindalig1 ve tiiketici sadakati gibi ¢iktilara sebep olabilecegi (Seo ve Park,
2018) ve bu mesajlarin igeriklerinin TK’y1 etkileyebilecegi (Menon vd., 2020)
bilinmektedir. Dolayisiyla, yukaridaki ¢aligmalarda 6ne ¢ikan ve igerikte yer
alan deyimlerin tiiketiciler {izerindeki etkileri dikkate alindiginda havayolu
markalarinin Instagram gonderilerinde kullanmig olduklari deyimlerin tiiketici
katilim1 {izerindeki etkisinin belirlenmesi 6nemlidir. Dolayisiyla ¢alismanin ilk
hipotezi asagidaki gibi gelistirilebilir:

H : Tiirkiye'de faaliyet gosteren havayolu markalarinin Instagram mesajlarinda
kullandigi deyimler TK 'yi (begeni ve yorum) etkiler.
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2.5.2. Mecaz-1 Miirseller

Mecaz-1 miirsel, bir kelime veya kavramin bagka bir kelime veya kavram yerine,
benzetme amact glitmeden kullanilmasidir. Kavramin ilgili bir kismindan
bahsedilerek amaglanan anlamin biitiiniine ulasilir (Toklu, 2003; Benzer,
2009). Isim, biitiin yerine parca kullanilarak veya sebep yerine etki kullanilarak
aktarilabilir. Ornegin; bir yolcu “Londra’dan havalandik” dediginde aslinda
“Heathrow Havalimani”’ndan bahsetmektedir. “Yegilcam™ genel anlamda Tiirk
sinemasini ifade eder. Biri size “Izmir tarihini kesfetme konusunda heyecanli
misiniz?” diye sordugunda climledeki “tarih” ifadesinden “kale, miize vb.” yerleri
isaret ettigini anlamak miimkiindiir.

Giiniimlizde McDonald’s ve Louis Vuitton gibi bir¢ok iinlii marka, ifadelerini
daha etkili kilmak i¢in reklamlarinda ve sdylemlerinde mecaz-1 miirsellere yer
verebilmektedirler (Schroeder, 2008). Mecaz-1 miirseller, pazarlamanin diinyadaki
yeri hakkindaki anlayisimizi da sekillendirebilmektedir (Dancygier ve Sweetser,
2014). Ozellikle reklam sdylemlerinde etkilesime dikkat ¢ekmek icin metafor ve
mecaz-1 mirsellerin kullanimi; reklamlarin kavramsal, iletisimsel ve sdylevsel
boyutlarini ortaya koymaktadir (Pérez-Sobrino, 2016; Sweetser, 2017). Ayrica
mecaz-1 miirseller climle icindeki sdyleme atifta bulunarak dinleyicilerin biligsel
siireclerine erigebilmektedir (Zeng, 2019). Tiim bu ¢alismalar dikkate alindiginda,
markalarin mesajlarinda yer verdigi mecaz-1 miirsellerin tiiketici etkilesimini
etkileyebilecegi varsayimini giiclendirmektedir. Dolayisiyla arastirmamizin ikinci
hipotezi asagidaki gibi sekillenmektedir:

H,: Tiirkiye'de faaliyet gosteren havayolu markalarimin  Instagram'da

mesajlarinda kullandigr mecaz-1 miirseller TK 'yi (begeni ve yorum) etkiler.
2.5.3. Kisilestirme

Kisilestirme, insan olmayan cansiz varliklara, diisiincelere, soyut terimlere veya
hayali varliklara insani 6zellikler atfedilerek yapilan retorik sanatidir (Ricoeur
vd., 1977; Dodson, 2010). insanbigimciligin (antromorfizm) bir yansimasi olan
kisilestirme, insanlarin biligsel olarak cansiz nesnelere insani 6zellikler atfetme
egilimini ifade eder. Kisilestirme, iletisimi daha etkili kilmak igin mesaja
eklenebilecek bir igerik pargasi olarak da degerlendirilebilmektedir (Delbaere vd.,
2011).

Kisilestirme ifadelerinin etkinligi metaforik ifadelere bagvurarak artabilmektedir.
Nitekim literatiirde olduk¢a popiiler olan enflasyon 6rnegini ele aldigimizda
bu kavramin “enflasyon bir diismandir” ¢ikarimiyla kisilestirilebildigi
anlagilmaktadir. Kisilestirmenin yani sira bu ¢ikarim, insan zihninde metaforik
olarak diismanca olan enflasyona direnme ¢agrisini da icermektedir (Lakoff ve
Johnson, 2008).
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Kisilestirme fikirlerimizi nasil ifade ettigimizle de iliskilidir. Kisilestirmeler dilin
Otesinde beyin aktivitelerimizi ve katilim siirecindeki algilarimizin yapisinda da
etkili olabilmektedir. Boylece duygu ve diisiinceyi tetikleyen iyi bir iletisim araci
olarak diistiniilebilir (Turner, 1987; Krasovec, 2016).

Yaratici deneyim ve simgelerin yorumlanmasi, giindelik dilde, sanatta, edebiyatta,
pazarlamada ve diger pek ¢ok alanda diisiince ve hayal giicliniin ardinda yatanin
ortaya cikarilmasi ac¢isindan Onemlidir. Bu nedenle reklamcilikta siklikla
kullanilan kisilestirmeler (Delbaere vd., 2011; Suryasa, 2016), tiikketicilerin olumlu
duygularin1 harekete gecirerek markay1 sevmelerini saglayabilir (Delbaere vd.,
2011). Anlama, anlami isleme, tutum ve davranis lizerinde etkili olan kisilestirme
(Mackay, 1986; Lakoff ve Johnson, 2008) dilsel bi¢imleri, kavramsal yapilari ve
iletisimsel islevleri (Dorst, 2011) a¢isindan incelenebilir. Tiim bu ¢alismalardan
yola ¢ikarak aragtiranin sonraki hipotezi asagidaki gibi gelistirilebilir:

H : Tiirkiye'de faaliyet gosteren havayolu markalarinin Instagram mesajlarinda
kullandigi kisilestirmeler TK yi (begeni ve yorum) etkiler.

2.5.4. Benzetmeler

Tiirk Dil Kurumu’na (TDK) gore benzetme, “bir seyin niteligini anlatmak i¢in o
niteligi eksiksiz tasiyan bir seyi 6rnek olarak gdsterme isi” olarak tanimlanmaistir.
Benzetmeler ii¢ unsurdan olusmaktadir. Bunlar 6zne, nesne ve olaydir. Ornegin
“Bakkaldan aldigim biberin tadi zehir gibi acidir” climlesinde 6zne “biber”,
nesne “zehir” ve fiil/olay ise “aci”dir. Benzetmeler genellikle giinliik dilde
ve metinlerde anlami somutlastirmak ve sodzcligli daha etkili kilmak igin
kullanilmaktadir (Ricoeur vd., 1977; Cinar, 2008). Benzetmeler, konusmacinin
veya yazarin sOylem amacini ortaya koyarken, ortaya ¢ikardigi soz sanatiyla
dinleyiciyi veya okuyucuyu konu hakkinda tatmin etme potansiyeline sahiptir
(Harris vd., 20006).

Reklam ve marka arastirmalarinda tiiketicilerin satin alma Oncesi niyet ve
tutumlarini ortaya ¢ikarmak icin benzetmelere yer verilebilmektedir (Labrecque
vd., 2020; Wu vd., 2017; Kronrod ve Dangizer, 2013; Pho-Klang, 2014). Yine bu
calismalar benzetme kullaniminin bilisgsel siiregler iizerinde etkili olabilecegini
de ortaya koymaktadirlar (Pho-Klang, 2014; Citron, 2020). Cui ve Zhao (2014)
reklamlarda kullanilan benzetmelerin akilda kalici, ikna edici, bilgilendirici
ve duygusal baglamda estetik ihtiyag¢lar1 tatmin edici oldugunu belirtmislerdir.
Dolayisiyla arastirmanin son hipotezi asagidaki gibi gelistirilebilir:

H : Tiirkiye de faaliyet gosteren havayolu markalarinin Instagram mesajlarinda
kullandigr benzetmeler TK yi (begeni ve yorum) etkiler.
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3. Yontem
3.1. Arastirma verisi

Calisma i¢in Tiirkiye’de faaliyet gosteren 6 havayolu markasinin (AnadoluJet,
Corendon Havayollari, Onur Air, Pegasus Havayollari, Tiirk Hava Yollar1 ve
Sun Express) Instagram’da Ocak 2020-Ekim 2021 tarihleri arasinda yaymladigi
1230 mesaj analiz edilmistir. Aragtirmanin verisi sosyal ag uygulamalarindan
cesitli metrikleri derleyen Supermetrics5 aract ile Google E-Tablolar {izerinden
toplanmistir. Derleme siirecinde havayolu marka gonderisinin olusturulma ant,
gonderi tiirii (fotograf/video), igerik tiirli, hashtagler, mesaj, begeni, yorum ve
paylasim sayisi gibi Instagram metrikleri elde edilmistir. Uygulanan yontem ve
hipotezlerin testi i¢in ise Oncelikle betimleyici analiz, korelasyon ve regresyon
analizi StatPlus istatistik programi kullanilarak gerceklestirilmistir.

3.2. Degiskenler
3.2.1. Bagimh degiskenler

Ilgili literatiir tiiketici katiliminin marka gonderisi basina begeni, yorum ve
paylasim sayisi kullanilarak belirlenebilecegini gostermektedir (De Vries vd.,
2012; Cvijikj ve Michahelles, 2013; Schultz, 2017; Menon vd., 2019; Labrecque
vd., 2020; Kogak, 2021). Bu baglamda, mevcut ¢alisma Instagram’daki begeni ve
yorum sayilarini bagimli degiskenler olarak ele almaktadir.

3.2.2. Bagimsiz degiskenler

Pazarlama alaninda yapilan 6nceki ¢alismalar, mecazi dilin reklamcilikta (Leigh,
1994; McQuarrie ve Phillips, 2005; Kronrod ve Danziger, 2013; Djafarova,
2017), tiikketici davranisinda ve sosyal medya arastirmalarinda (Kim vd., 2016;
Pogacar vd., 2017; Fox vd., 2019) kullanilan iletisim stratejilerinden biri oldugunu
gostermektedir. Ayrica mecazi dil unsurlarmin tiiketicileri mesaji hatirlama
(McQuarrie ve Phillips, 2005), dikkatlerini ¢ekme (Sahoo vd., 2020) ve sosyal
aglarda ilgilerini artirma (Fox vd., 2019) konularinda etkili oldugu sdylenebilir.
Dolayisiyla, bu ¢alismada literatiirde siklikla yer alan 4 mecazi dil tiirii (deyimler,
mecaz-1 mirseller, kigilestirmeler ve benzetmeler), anlamlandirma, hatirlama ve
tutum siireglerinde etkili olduklari varsayildiklarindan (Lim vd., 2009) regresyon
modeli i¢in bagimsiz degiskenler olarak degerlendirilmistir.

3.2.3. Kontrol degiskenleri

Gegmis ¢alismalar sosyal medya paylasimlarina kullanici tepkilerinin hafta sonlari
(Sabate vd., 2014) ve mesai dis1 saatlerde (McShane vd., 2019) artabilecegini
one slirmektedir. Dolayisiyla TK literatiiriinde tiiketicilerin hafta sonu etkinlikleri
(De Vries vd., 2012; Cvijikj ve Michahelles, 2013; Menon vd., 2019) siklikla

5 https://supermetrics.com/ (Erigim tarihi: 5.11.2021)
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kullanilan kontrol degiskenleri olarak yer almaktadir.

Markalar etkilesim almak ve tiiketicileri marka gonderilerini begenmeye veya
yorum yapmaya tesvik etmek i¢in hashtag kullanimina da gitmektedirler (Schultz,
2017). Dahas1 marka hashtag aktivitesi literatiirde bagka bir kontrol degiskeni
olarak pazarlama uzmanlari tarafindan siklikla kullanilmaktadir (Labrecque vd.,
2020; Kocgak, 2021). Bu nedenle, mevcut ¢alismada mecazi dil kullaniminin TK
iizerindeki etkilerini kontrol etmek i¢in hafta sonu ve mesai dis1 saatlerin yani sira
hashtag aktiviteleri de kullanilmigtir.

Gegmis calismalarda yogun olarak kullanilan diger kontrol degiskenleri ise
mesaj yasi, kelime sayisi (Labrecque vd., 2020; Pezzuti vd., 2021; Kogak, 2021),
fotograflar, videolar (De Vries vd., 2012; Schultz, 2017; Menon vd., 2019;
Labrecque vd., 2020; Kogak, 2021) ve zamirler (ben, sen, o, biz/bizim, siz, onlar)
(Labrecque vd., 2020; Pezzuti vd., 2021; Kogak, 2021) siralanabilmektedir.
Dolayisiyla bu tahminleyiciler de mevcut arastirma i¢in kontrol degiskenleri
olarak atanmistir.

3.3. Kodlama siireci

Icerik kodlamasi, metinleri analiz etmek ve kitle iletisim araclarinda mesajin
altinda yatan gizli niyetleri ortaya ¢ikarmak i¢in kullanilan bir yontem olarak
one ¢ikmaktadir (Prasad, 2008; Gupta vd., 2017). Ancak bu siirecte kodlanacak
verinin ¢ok fazla olmasi kodlayici agisindan zor ve yorucu olacagindan 6rneklem
yoluna gidilebilmektedir.
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Tablo 1. Kodlama Manueli
M i dili .. Kodl
eeazt Cin Tamm Ornekler 0 ama
boyutlar: Stratejisi*
“Ugak Ankara’ya indi” ifadesinde
Ank ine “E ga Havali-
Benzetme amaci olmaksi- feara yerln.e senb.o ga Havall
. . . . man1” kastedilmektedir.
zn bir kelimenin baska bir . . o . Kukla kodla-
. . “Tiirkiye’nin lezzetleri” ifadesinde .
kelime yerine kullanilmasi . . ma. Mecazi
. lezzetten kasit yiyecek ve i¢ecek- .
sanati olup bir kavramin lerdir dil unsuru
Mecaz-1  baska bir kavramla ifade o . . marka mesajt
. X o e Ocak yantyor” ifadesinde yanan .
Miirsel edilmesidir. Bitiniin . igerisinde
. ocak degil gazdir.
yerine pargay1 kullanarak e . varsa 1, yok-
. . Cantani topla” ifadesinde top-
veya nedenin yerine sonu- lanacak olan canta dedil icindeki sa 0 olarak
cu kullanarak ad aktarmasi ¢ Bl kodlanacaktr.
apilabilir esyalardir.
yap ' “Anadolu mutfag1” ile mutfaktan
kasit yemeklerdir.
“Ankara sizi bekliyor” ifadesinde
e sehrin bekleme davranisi aslinda Kukla kodla-
Mecazi dil igerisinde . g e 1. .
. T insana 6zgii bir niteliktir. ma. Mecazi
insani niteliklerin insan “ .
. Yolcularimizi tagtyacak Yildirnrm  dil unsuru
digindaki cansiz varlik, e b - .. g .
s - . gokyiiziinde!” ifadesi ile ugaga marka mesajt
Kisilestirme diisiince, soyut terimlere s . . Dy L
. isim verilmis dolayisiyla insani bir  igerisinde
veya hayali varliklara .
atfedilmesivle vanilan s5 nitelik kazandirilmistir. varsa 1, yok-
z . . .
. yeyap Bir sehrin ya da nesnenin bekleme- sa 0 olarak
sOyleme sanatidir. . .
si, firsatlar sunmasi gibi durumlar ~ kodlanacaktir.
sadece insana 6zgii niteliklerdir.
Daha ¢ok edatlarla yapilir. Ozel-
likle “gibi” edatinin kullanildig:
durumlarda goriiliir.
“Dogu’nun Paris’i!” ifadesi ile as-  Kukla kodla-
linda Dogu Anadolu’daki bir gehir ~ ma. Mecazi
Paris’e benzetilmistir. dil unsuru
Benzetme bir seyi baska “Olarak” ifadesi de bazi durum- marka mesaji
Benzetme

bir seye benzetmektir.

larda benzetme i¢in kullanilabil-
mektedir. “Mugla Ege’nin cenneti
olarak yasaminizin bir kdsesinde
yerini alsin” ciimlesinde “olarak”
ve “cennet” ifadeleri birlikte kul-
lanilmis ve Mugla cennete benze-
tilmistir.

igerisinde
varsa 1, yok-
sa 0 olarak
kodlanacaktir.

* Marka mesajlarinda birden fazla mecazi dil unsuru bulunmasi halinde kodlama cetvelinde o unsura
karsilik gelen satirda birden fazla kodlama yapilabilir. Mesajda hem kisilestirme hem de benzetme

varsa her ikisi i¢in de kukla kodlama 1 olarak gergeklestirilmelidir.
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Aragtirma i¢in iki bagimsiz kodlayici, literatiirden destek alarak her bir havayolu
gonderisini i¢ mecazi dil sinifina (mecaz-1 miirseller, kigilestirme ve benzetmeler)
atamak icin egitilmistir (Ashley ve Tuten, 2015). Ardindan tiim gonderilerin %10’u
rastgele secilerek (Lombard vd., 2005) kodlayicilara gonderilmistir. Siniflandirma
icin kodlayicilara gonderilen kodlama manueli Tablo 1’de yer almaktadir.

Iki kodlayici arasindaki giivenilirlik Cohen’in kappa istatistikleri ile hesaplanmis
ve elde edilen sonuglara gore kodlayicilar yani hakemler arasi uyum belirlenmistir.
Elde edilen sonuglara gére mecaz-1 miirseller i¢in %92, kisilestirmeler ig¢in %94
ve benzetmeler i¢in %87 hakemler aras1 uyum tespit edilmis olup bu degerlerin
kabul edilen %60°’lik istatistigin dnemli 6l¢giide tizerinde oldugu (Landis ve Koch,
1977) saptanmuistir.

Kogak (2023) tarafindan da bahsi gegen siirecler ayrintili olarak tasvir edilmistir.
Deyimler ise arastirmanin objektifligi géz Oniinde bulundurularak Tiirk Dil
Kurumu (TDK) s6zliigii temelinde siniflandirilmistir.

Tiirkiye’de faaliyet gosteren hava yolu markalarinin kullandig birinci tekil sahis
“ben”, ikinci tekil sahis “sen”, ligiincii tekil sahis “o0”, birinci ¢cogul sahis “biz”,
ikinci ¢ogul sahis “siz” ve iiglincli cogul sahis “onlar” zamirleri ise Excel’de
hazirlanan kodlarla mesajlarda arama yapilarak bulunmus ve her bir zamir, kukla
degisken (1-0) olarak kodlanmistir.

Markanin gonderiyi is saatlerinde ve hafta sonu yaymlayip yaymlamadig
hususunda ise ¢aligma saatleri ve hafta sonu kukla degiskenler (1-0) olarak
kodlanmustir. Son olarak fotograf ve hashtag kullanimlar1 da yine kukla degisken
olarak atanmugtir.

3.4. Betimleyici istatistikler

Tiirkiye’de faaliyet gosteren 6 havayolu markasinin (Anadolu Jet, Corendon
Airlines, Onur Air, Pegasus Airlines, Sun Express ve Tiirk Hava Yollari) resmi
Instagram sayfalarindan elde edilen verilere dair betimleyici istatistikler Tablo
2’de yer almaktadir.

Tablo 2. Markalara Ait Betimsel Istatistikler

Markalar Paylasim Begeni Yorum
AnadoluJet 268 174176 10915
Corendon Havayollari 143 55654 10083
Onur Air 32 16285 305
Pegasus Havayollar1 428 502243 59075
Sun Express 134 78009 7099
Tiirk Hava Yollar1 225 4758219 105936

Toplam 1230 5584586 193413
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Elde edilen bulgulara gore Instagram’da en fazla paylagimi Pegasus Havayolu’nun
gergeklestirdigi goriilmekle birlikte bu havayolunu sirasiyla Anadolulet, THY,
Corendon, Sun Express ve Onur Air takip etmektedir. Diger yandan Pegasus
kadar paylasimi olmayan THY’nin ise tiim markalardan daha fazla etkilesim
aldig1 goriilmektedir. Bahsi gegen durumun sebebi olarak THY *nin bayrak tastyici
olmas1 ve marka biiyilikliigii gosterilebilir. Arastirma i¢in énem arz eden diger
bir betimsel istatistik ise degiskenlere ait ortalama, standart sapma ve varyans
miktarlaridir. Bahsi gegen istatistikler Tablo 3’te verilmistir.

Table 3. Degiskenlere Ait Betimsel Istatistikler

Bagimsiz Toplam Ort.
Deyim 346 0,28
Mecaz-1 Miirsel 78 0,06
Kisilestirme 86 0,07
Benzetme 58 0,05
Kontrol
Ben 47 0,04
Sen 319 0,26
o 25 0,02
Biz 380 0,31
Siz 254 0,21
Onlar 18 0,02
Mesaj yas1 - 329
Is dis1 saatler 292 0,24
Hafta sonu 267 0,22
Fotograf 704 0,57
Hashtag 854 0,69
Kelime sayisi 48.397 39,35
Bagimh Toplam Ort. Std.Sapma Varyans
Yorum 193.413 157 312 97.114
Begeni 5.584.586 4.540 13.932 194.109.074

Tiirkiye’de faaliyet gosteren havayolu markalarmin Instagram mesajlarinda
kullanmis olduklar1 mecazi dil unsurlarina bakildiginda deyimlere ¢okga yer
verdikleri (T=346, 0=0,28), bu unsuru sirastyla kisilestirmelerin (T=86, 0=0,07),
mecaz-1 miirsellerin (T=78, O=0,06) ve son olarak benzetmelerin (T=58, 0=0,05)
takip ettikleri gézlenmistir.

Kontrol degiskenlerinin kurulacak modeldeki istatistikleri incelendiginde ise
havayolu markalarinin en fazla kullandiklar1 sahis zamirlerinin sirasiyla “biz”
(T=380,0=0,31), “sen” (T=319, 0=0,26) ve “siz” (T=254, 0=0,21) oldugu tespit
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edilmistir ki ortaya ¢ikan bu durum, daha dnce Kogak (2021) tarafindan yapilan
arastirmanin sonuglarint da desteklemektedir. Yine elde edilen bu sonuglari
marka-tiiketici arasindaki iligki agisindan ele aldigimizda havayolu markalarinin
“biz” zamirini kullanarak tliketiciyle birliktelige vurgu yaptiklar1 ve tiiketiciyle
yakinlik kurmaya caligtiklar1 anlasilmaktadir. Nitekim, Packard ve arkadaslari
(2014) caligmalarinda “biz” zamirini kullanan markalarin benzer ¢abalar
icine girdiklerini ifade etmislerdir. Modelin diger bir kontrol degiskenlerine
bakildiginda markalarin Instagram’da daha ¢ok hafta i¢i ve mesai saatlerinde
paylasim yaptiklar1 anlagilmaktadir.

Mesaj sunumuyla iliskili faktorler arasinda ise markalarin yaymlamis oldugu Instagram
mesajlarini yarisindan fazlasmin videoya karsilik fotograf ve hashtag icerdigi ve
mesaj bagina ortalama kelime sayisimnin ise yaklasik 40 oldugu tespit edilmistir.

Son olarak modelin kurulus esnasinda sayma verisi olan bagimli degiskenler
icin otalama ve varyans degerleri incelendiginde havayolu markalarina gelen
yorumlara (Ort.= 157, V=977.114) ve begenilere (Ort.= 4.540, V= 194.109.074)
ait varyanslarin ortalamalarin tizerinde oldugu gozlenmistir. Bahsi gegen durum,
bagimli degiskenlere ait verilerin modelde asir1 dagilima sebebiyet verdiginden
(Cameron and Trivedi, 2005; Menon vd., 2019) ortaya c¢ikan bu negatif etkiyi
kaldirmak amaciyla veriler logaritmik doniisim log(x+1) fonksiyonlariyla
kullanilmiglardir (Mclntosh vd., 2014).

3.5. Model

Aragtirmanin bu asamasinda ge¢cmis c¢aligmalardan yola c¢ikilarak havayolu
markalarmin Instagram mesajlarindaki mecazi dil kullaniminin TK iizerindeki
etkisini arastirmak icin ampirik bir model gelistirilmistir. Arastirma sorulari
esliginde calismanin hipotezlerini ele alan bu modelde en kiiciik kareler yontemi
kullanilarak ¢coklu dogrusal regresyon analizi yapilmistir (Montgomery vd., 2021).
Modelde tahmin i¢in bagvurulan kontrol degiskenlerinden bazilari (kelime sayilar
ve mesaj yasi) Poisson dagilimi gésteren sayma verileri oldugundan (Cameron ve
Trivedi, 2005; Menon vd., 2019) bunlarin da logaritmalar1 alinmstir. Boylece, (1)
numarali yer alan modele son hali verilmistir.

yi;=a+ exp(ﬁideyimj + Bymecaz; + f;kisilestirme; + B;benzetme; + B;ben; + B;sen; +

Bio; + B;biz; + B;siz; + Bionlar; + B;yas; + Bisaat; + B;haftasonu; + B;foto; +

Bihashtag; + B;kelime; ) + &; (1)

, denklemde mesaj basina(j) diisen begeni(i) ve yorumlarin (i) her birini; deyimj
Instagram mesajlarinda yer alan ve 1 olarak atanan deyimlere yonelik kukla
degiskenini, mecazj 1 olarak atanan mecaz-1 miirselleri, kisilestirmej mesaj basina
1 olarak atanan kukla degiskenlerinden kisilestirmeleri, benzetmej mesaj basina
1 olarak atanan kukla degiskenlerinden benzetmeleri, benj markanin kullanmis
oldugu birinci tekil sahis “ben” zamirini, senj ikinci tekil sahis zamirini, 0]



Mecazi Dil Unsurlarinin Tiiketici Katihmi Uzerindeki Etkisi:
Tiirk Havayolu Instagram Sayfalari Ornegi 19

ticiincii tekil sahis zamirini, bizj birinci ¢ogul zamirini, sizj ikinci ¢ogul zamirini,
onlarj ti¢iincli sah1z zamiri kullanimini, yasj marka mesajinin yaymlandigi andan
arastirma icin derlendigi vakte kadar gegcen ve sayma verisinden logaritmik
olarak doniistliriilmiis siireyi, saatj markalarin mesai saatleri disinda yayinlamis
oldugu ve kukla degiskeni olarak atanmis her bir mesaj1, haftasonuj hafta sonlari
yayinlanan ve kukla degiskeni olarak atanmis mesajlari, fotoj fotograf iceren
ve kukla degiskeni olarak atanmis mesajlar1, hashtagj hashtag iceren ve kukla
degiskeni olarak atanan her bir mesaji, kelimej ise logaritmik doniigiimii yapilmis
her bir mesajda yer alan kelime sayisini ve son olarak ise normal dagilim gdsteren
hata terimlerini ifade etmektedir.

4. Arastirma bulgular1 ve yorum

Aragtirmanin bu asamasinda, Tiirkiye’de faaliyet gosteren havayolu markalarmin
Instagram mesajlarinda kullanmig olduklari mecazi dil 6gelerinin (deyimler, mecaz-1
mirseller, kisilestirmeler ve benzetmeler) TK {izerindeki etkileri, bazi kontrol
degiskenleri (zamirler, mesai dis1 saatler, hafta sonu etkinlikleri, mesaj yasi, fotograf,
hashtag ve kelime kullanimi) esliginde belirlenmistir. Modelin kurulmast i¢in 6ncelikle
regresyon varsayimlarmin karsilanmasit gerekmektedir. Sekil 1’de verilmis olan
Q-Q grafikleri tiiketicilerin begeni ve yorum davranislart i¢in kurulmus modellerde
beklenen degerler ve artiklar arasinda dogrusal bir iligkinin oldugu gézlenmektedir.

Regresyon modelinin bir sonraki varsayimini karsilamak i¢inse varyansin sabit
olup olmadigi Breusch-Pagan-Godfrey (BPG) testi ile tespit edilmistir (Korga
ve Aslanoglu, 2020). Test sonuglarina gore begeni (F=16,81; p<0.001) ve yorum
(F=4,81; p<0,001) i¢in kurulan modeller istatistiki olarak anlamlidur.

Regresyonun bagimsizlik varsayimi i¢in Durbin-Watson (DW) testi (Durbin ve
Watson, 1950) yapilmis ve begeni (DW=2,172) ve yorum miktarlar1 (DW=1,978)
icin kurulan her iic modelde de elde edilen istatistiklerin oto-korelasyon
gostermeyen 1,5<DW<2,5 araliginda oldugu (Cuevas-Moleno vd., 2021) ve hata
artiklarinin normal dagildig: tespit edilmistir.

Normal Q-Q Plot - Residuals Normal Q-Q Plot - Residuals
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Son olarak bagimli degiskenler arasinda ¢oklu dogrusallik probleminin olmadigi
kanitlanmalidir. Tablo 4’te yer alan Varyans Enflasyon Faktorleri (VEF) ve
Toleranslar, regresyon modelinde ¢oklu dogrusal baglanti sorununu belirlemeye
isaret eden onemli belirleyiciler olup (2) numarali denklemdeki gibi hesaplanabilir
(Alin, 2010):

VEF = —= ——(2)

1-R?2 Tolerans

Denklemde yer alan VEF degerlerinin 10’dan kii¢lik ve Toleranslarin ise 0,1’den
fazla olmast ¢oklu dogrusallik problemiyle karsilasilmadiginin gostergesidir
(Marquardt, 1980; Belsley vd., 1980; Lin, 2008). (1) numarali denklemde yer alan
model incelendiginde havayolu Instagram mesajlarindaki mecazi dil unsurlarinin
begeni (R2=0,207; p<0,001) ve yorum (R2=0,105; p<0,001) skorlarindaki
varyanslarin sirasiyla %21ve %11’ini acikladig1 anlasiimaktadir.

Tablo 4. Coklu Dogrusal Regresyon Ciktilari

Model
Bagimsiz
VIF TOL Begeni Yorum
Deyim 1,05 0,95 0,1224%**%* 0,0566*
Meca:;l Milr- 1,02 0,98 0,0286 -0,0111
Kisilestirme 1,04 0,96 0,0587* 0,0191
Benzetme 1,04 0,96 0,0491 -0,0177
Kontrol
Is dis1 saatler 1,03 0,97 0,1193%** 0,1159%**
Hafta sonlar1 1,06 0,94 0,1271%** 0,0772%***
Mesaj yasi 1,10 0,91 0,1608%*** 0,1080%**
Fotograf 1,03 0,98 -0,0786*** -0,2340%**
Ben 1,07 0,94 -0,0031 0,0045
Sen 1,62 0,62 -0,0401 -0,0186
(¢} 1,04 0,96 0,0072 -0,0083
Biz 1,33 0,75 0,1772%** 0,0594
Siz 1,71 0,59 0,1489%** 0,0914%*
Onlar 1,04 0,97 0,0173 0,0362
Kelime sayist 1,38 0,72 0,0252 -0,0088
Hashtag 1,12 0,89 0,1140%*** 0,0056

Regresyon sonuclari
Orneklem sayis1 1230 1230
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F degeri 19,750 8,912
R? degeri 0,207 0,105
Diizeltilmis R? degeri 0,196 0,093
DW 2,172 1,978

* p<0,1; **p<0,05; ***p<0.001 (Nelson vd., 1986) Bagimsiz degiskenler arasinda yer alan ve
havayolu markalarinin Instagram mesajlarinda kullandig1 deyimler begeni (3=0,1224; p<0,001)
ve yorum (B=0,0566; p<0,05) sayilarin istatistiki olarak anlamli ve pozitif etkilemektedir. Elde
edilen bulgular literatiirde deyim igeren ifadelerin bireylerin biligsel katilimlarin etkiledigine dair
arastirmalar1 (Kana vd., 2012; Bohrn vd., 2012; Citron vd., 2019) desteklemektedir. Ulasilan bu
sonugla ilgili bir diger 6nemli ¢ikarim ise Instagram’mn dogasindan kaynakli olarak kullanicilarin
gonderilerle etkilesimlerini daha ¢ok begeni iizerinden gergeklestirmis olmalaridir. Katilimin
daha ¢ok begeni olarak ortaya ¢ikmasinin muhtemel sebebine bakildiginda ise deyimlerin mizah
unsurlarini igermesinden 6tiirli okuyucularin dikkatini ¢ektigi ve mesaja tesvik ettigi fikri 6ne
¢ikmaktadir (Joloud, 2014). Dahasi bilindik deyimlerin kullaniminin ise begeni sayisini artirdigi

one siiriilmektedir (Lim vd., 2009).

Havayolu markalarinin Instagram’daki mecaz-1 miirsel kullanimlarimin tiiketici
katilimint higbir seviyede etkilemedigi tespit edilmis olup (p>0,1) elde edilen
sonug, pazarlama iletisimi g¢alismalarinda mecazi dil kullaniminin tiiketiciler
iizerinde etkili oldugunu iddia eden gegmis ¢alismalarla ¢elismektedir (Schroeder,
2008; Pérez-Sobrino, 2016; Sweetser, 2017). Bu sonucun muhtemel sebeplerini
belirlemek i¢in icerik ve kullanilan gorsel arasindaki uyum ya da Instagram
kullanicilarinin biligsel siire¢leri incelenebilir. Havayolu markalarinin kisilestirme
iceren Instagram gonderilerine bakildiginda ise bu gonderilerin sadece begeni
miktarlar1 {izerinde olumlu ve anlamli etkilere (3=0,0587; p<0,05) sebep oldugu
belirlenmistir. Arastirma bulgulari, kisilestirmelerin duygular tetikleyerek
(Krasovec, 2016; Turner, 1987) tiiketicilerin begeni davramisim etkiledigi
(Delbaere vd., 2011) sonucuna ulasan literatiirii de desteklemektedir.

Ulagmis oldugumuz sonuglar arasinda Instagram mesajlarinda yer alan
benzetmelerin katilim {izerinde herhangi bir etkisinin olmadig: tespit edilmistir
(p>0,1). Gegmis caligmalar reklam soylemlerinde kullanilan benzetmelerin
tiiketicilerin bilgi ihtiyaclarini tatmin ettigini (Cui ve Zhao, 2014) ortaya
¢ikarmistir. Ne var ki, mevcut aragtirma sonuglari bu acidan gecmis ¢aligsmalari
desteklememektedir (Harris vd., 2006; Citron, 2020).

Mecazi dil kullanimina etki edebilecek kontrol degiskenlerinin durumu
incelendiginde ise birinci ¢ogul sahis olan “biz” (3=0,1772, p<0,001) ve ikinci
gogul “siz” (8=0,1489; p<0,001) zamir kullanimlarmin begeni sayilarint ¢ok
fazla ve anlamli bir bicimde etkiledigi, yine siz zamirinin yorum miktarini ise
pozitif ve anlaml (3=0,0914; p<0,01) etkiledigi tespit edilmistir. Elde edilen bu
sonuclar birinci sahis zamiri kullanan markalarin kisisel iliski kurmalarinda daha
etkili olabileceklerini (Chang vd., 2019) ve sosyal medyada yer alan havayolu
markalar1 6zelinde begeni miktarlarini artirabileceklerini (Kogak, 2021) savunan
aragtirmalar1 desteklemektedir. Dahasi havayolu markalarinin Instgram’da
tilketicilere “siz” diye hitap etmesinin begeninin yani sira yorum davranigini da
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olumlu anlamda tetiklemesi tiiketicilerin onlara hitaben yazilmis bu mesajlara
tepki verdiklerini gostermekte olup ortaya c¢ikan bu durum Hall’un (1973)
modelini de destekler niteliktedir.

Mesajin yaymlanma tarihi agisindan bakildiginda ise Instagram iizerinden
mesai disinda yayimlanan mesajlarin begeni (3=0,1193; p<0,01) ve yorum
(B=0,1159; p<0,01) sayilarini, hafta sonu yayinlanan mesajlarin ise yine begeni
(B=0,1271; p<0,01) ve yorum (=0,0772; p<0,01) sayilarini pozitif ve anlamli
ciktilarla etkiledikleri belirlenmistir. Elde edilen bulgular ge¢mis calismalar
desteklemektedir (McShane vd., 2019). Tiirkiye’deki havayolu miisterilerinin
Instagram’1 daha ¢ok is vakitleri disinda takip edip bu gonderilerle etkilesime
girdikleri fikri de elde edilmis olan bulgulardan tiiretilebilmektedir. Dolayisiyla
havayolu markalarinin mesai dis1 saatlerde paylagim yapmalarmin etkilesim
baglaminda olumlu sonuglar verdigi tespit edilmistir.

Mesajin yaymlandigi tarihten aragtirma i¢in derlendigi tarihe kadar gecen siireyi ifade
eden mesaj yasmin da begeni (8=0,1608; p<0,001) ve yorum (=0,1080; p<0,001)
sayilarini anlaml ve olumlu etkiledikleri tespit edilmis olup elde edilen bu sonuca
gore havayolu tiiketicilerinin mesajin yaymlanmasini takip eden donemlerde de
havayolu sayfasini gecmise doniik taradiklari ve bazi mesajlarla etkilesime girdikleri
anlasilmaktadir. Dahasi mesai diginda ve hafta sonunda artan katilim miktari ise
yine havayolu tiiketicilerinin mesaji okumak, anlamak ve onunla etkilesime girmek
icin bos vakitleri tercih ettikleri sonucunu vermektedir. Dolayisiyla elde etmis
oldugumuz bulgular 6ne ¢ikan ge¢mis caligmalart da desteklemektedir (De Vries
vd., 2012; Cvijikj and Michahelles, 2013; Menon vd., 2019).

Instagram mesaj tasariminda canlilig1 ifade eden unsurlar arasinda fotograf ve
resim kullaniminin ise begeni (B=-0,0786; p<0.001) ve yorum (£=-0,2340;
p<0,001) sayilar1 ile negatif iliski icerisinde oldugu saptanmistir. Elde etmis
oldugumuz bu sonuglar yakin donemde gergeklestirilmis arastirmalarla
ortiismemektedir (Schultz, 2017; Menon vd., 2019; Labrecque vd., 2020). Buna
karsilik elde ettigimiz bulgulara benzer sonuglar elde etmis calismalar da mevcut
olmakla birlikte bu durumun muhtemel sebebi marka tarafindan iiretilen fotograf
iceriginin tiikketici beklentileriyle uyusmadigi hususu olabilir (Schultz, 2017).
Ulasilan bu 6zel sonucla ilgili diger bir varsayim ise Instagram’daki havayolu
videolarinin fotograflara nazaran daha cok ilgi c¢ektigi yoniindedir. Ayrica
tiikketicilerin bu davranisinin Instagram’in kullanim amaciyla farklilagtigi, baska
bir deyisle kullanicilarin fotograflardansa daha hareketli unsurlara yonelebilme
ihtimalini giiclendirdigi ifade edilebilir.

Havayolu markalarinin Instagram gdnderilerinde kullandig1 etiketlerin (hashtag)
begenileri (3=0,1140; p<0,001) anlamli bir bigimde artirdig: tespit edilmistir ki bu
sonu¢ gecmis ¢alismalardan elde edilen bulgularla 6rtiismektedir (Labrecque vd.,
2020; Kogak, 2021). Baska bir deyisle havayolu markalariin kullanmig olduklari
etiket miktari arttikga mesajlarin etiketle baglantili topluluklar i¢inde goriiniirligi
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dogal olarak artmis ve bu mesajlar daha fazla begeni almislardir. Etiket kullanimi
olan mesajlarin istatistiki olarak anlamli seviyede yorum almamasiyla ilgili ortaya
cikabilecek ¢ikarim ise bu havayolu gonderilerinin dolayli yollardan alakali
topluluklarin 6niine diismesi ve buradaki tiiketicilerin sadece begeni gostermesidir.
Havayolu markalarinin bu noktada etiket kullanimlarinin olumlu sonuglarini goriip
yorum etkilesimi almalar i¢in tiiketicileri yoruma tesvik edecek promosyon ve
sorulara yonelmesi 6nemlidir. Son olarak arastirma hipotezlerine dair elde etmis
oldugumuz bulgular Tablo 5’te yer almakta olup ilk hipotezimizin desteklendigi,
iiclincii hipotezimizin ise kismen desteklendigi belirlenmistir. Buna karsilik ikinci
ve dordiincii hipotezleri destekleyen herhangi bir kanita rastlanmamustir.

Tablo 5. Hipotez Sonuglari

Hipotezler Begeni Yorum

H,: Tiirkiye’de faaliyet gdsteren havayolu markalarmin
Instagram mesajlarinda kullandigi deyimler TK’y1 Desteklendi Desteklendi
(begeni ve yorum) etkiler.
H,: Tiirkiye’de faaliyet gosteren havayolu markalarinin
Instagram mesajlarinda kullandig1 mecaz-1 miirseller Desteklenmedi Desteklenmedi
TK’y1 (begeni ve yorum) etkiler.
H,: Tiirkiye’de faaliyet gosteren havayolu markalarinin
Instagram mesajlarinda kullandig: kisilestirmeler TK’y1 Desteklendi Desteklenmedi
(begeni ve yorum) etkiler.

H,: Tirkiye’de faaliyet gdsteren havayolu markalarmin
Instagram mesajlarinda kullandig1 benzetmeler TK y1 Desteklenmedi Desteklenmedi
(begeni ve yorum) etkiler.

5. Sonuc¢

Rekabetin yogun oldugu gilinlimiiz pazarlarinda TK, akilli pazarlama stratejileri
olusturmanin, kar1 artirmanin ve rekabet avantaji elde etmenin temel bir yolu olarak
one ¢ikmaktadir (Brodie vd., 2011; Sedley ve Perks, 2008). Dolayisiyla, TK’y1
etkileyen faktorlerin belirlenmesi, tliketicilerin mesajlara yonelik katilimlarinin
artirllmasinda pazarlama yoneticileri ve alanyazindaki aragtirmacilara yardimeci
olabilir. Gegmis arastirmalar, icerik 6zellikleri ve dil stillerini birer tetikleyici olarak
ele alsa da (De Vries vd., 2012; Brodie vd., 2011; Cvijikj and Michahelles, 2013;
Labrecque vd., 2020; Pezzuti vd., 2021) sinirli sayida ¢alisma konuyu havayolu
perspektifinden incelemistir (Leung vd., 2013; Menon vd., 2019; Sigurdsson vd.,
2020; Kocak, 2021). Dahasi, detaylica incelenen literatiir kapsaminda simdiye
dek higbir ¢alisma mecazi dil kullaniminin TK tizerindeki etkisini ampirik olarak
ele almamistir. Dolayisiyla mevcut galisma gerek alanyazin gerekse endiistriyel
anlamda 6nemli birtakim katkilar sunmaktadir.

Oncelikle, arastirma bulgularma goére Tiirkiye’de faaliyet gosteren havayolu
markalarinin Instagram mesajlarinda basvurdugu mecazi dil 6gelerinin TK
diizeyleriyle aralarindaki iligkinin kurmus oldugumuz ¢oklu dogrusal regresyon
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modellerine gore istatistiki olarak anlamli oldugu tespit edilmistir. Dahasi
mevcut calisma havayolu markalarinin Instagram’da mecazi dil kullanimlarini da
belirlemistir. Pazarlama alanindaki 6nceki ¢alismalara bakildiginda mecazi dilin
reklameilik séylemleri (6rn., Leigh, 1994; Kronrod ve Danziger, 2013; Djafarova,
2017) dahil tiiketicilerle iletisim (Choi vd., 2019) siireglerinde temel bir unsur
oldugunu ileri stirmiislerdir. Bu baglamda havayolu marka gonderilerinde en ¢ok
kullanilan mecazi unsurlarin sirastyla deyimler, kisilestirmeler, mecaz-1 miirseller
ve benzetmeler oldugunu tespit edilmistir.

Mevcut arastirmanin literatiire dnemli bir diger teorik katkisi ise mecazi dil
unsurlariin TK tizerindeki etkilerini Tiirk havayolu enddistrisi perspektifinde
incelemektir. Sosyal medya, tliketicilere etkili bir sekilde ulasma imkani saglamanin
yani sira begeni, yorum ve paylasim sayisi gibi katilim oranlar1 araciligyla tiiketici
geri bildirimlerini 6l¢mek i¢in markalara rekabet avantajlari da saglayabilmektedir.
Dolayisiyla, yukarida bahsedildigi gibi, tiiketicileri gonderiyle etkilesime girmeye
yonlendiren tetikleyicileri arastirmak, icerigi yeniden tasarlamak i¢in 6nemli bir
firsattir (Cvijikj ve Michahelles, 2013). I¢erik stratejilerinden biri olan mecazi dil,
tiikketicilerin ilgisini ¢eken 6nemli bir unsurdur (Djafarova, 2017) ve ilgiyi artirma
ozelligine sahiptir (Fox vd., 2019). Bu anlamda havayolu marka mesajlarinda
deyim ve kisilestirme kullanimlarinin TK’y1 ¢esitli seviyelerde etkiledigi bu
arastirma tarafindan tespit edilmistir. Tiiketicilerin mecazi dil igeriklerini okuyup
¢Oziimledikten sonra bu igeriklerle etkilesime girmeleri Hall’un (1973) modelini
de destekler nitelikte olup dnemli ¢ikarimlara 6n ayak olmaktadir.

Son olarak aragtirmanin pazarlama yoneticileri ve akademisyenler icin dikkate
deger bir ¢iktis1 ise mecaz-i dil &gelerinin TK iizerindeki etkisinin birtakim
degiskenlerce kontrol edilmesidir. Bahsi gegen durumda oncelikle Tiirkiye’deki
havayolu markalarinin “biz” ve “siz” zamirlerini mesajlarinda kullanmalar1 TK’y1
olumlu etkilemektedir. Dolayistyla Tiirk havayolu tiiketicisinin birliktelige vurgu
yapan mesajlardan hoslandig1 sonucu ¢ikarilabilmektedir. Havayolu markalarinin
mesajlarii mesai dig1 saatlerde ya da hafta sonlarinda yaymlamasi da TK’y1
anlamli ve olumlu etkilemektedir. Ne var ki aragtirmanin betimleyici istatistikleri
incelendiginde Tiirkiye’deki havayolu markalarimin mesajlarini cogunlukla mesai
saatlerinde yayinladiklar1 goriilmektedir. Pratik agidan arastirma sonuglarina bagl
olarak havayolu isletmeleri i¢in iki temel 6nerimiz bulunmaktadir: sosyal medya
yoneticilerinin ¢aligma siirelerinin bilindik mesai saatlerinin digina ¢ekilmesi ve
havayolu yoneticilerinin miimkiin mertebe akademik caligsmalar1 takip etmesidir.
Arastirmanin bir diger dnemli bulgusu ise Tiirkiye’deki havayolu tiiketicilerinin
Instagram mesajlarin1 geri doniik kontrol edip bu mesajlarla tekrar etkilesime
girmeleridir. Dolayisiyla havayolu tarafindan iiretilen mesajlar degerlidir.
Son olarak Instagram mesajlarina yerlestirilen etiketlerin (hashtag) havayolu
markasinin daha genis kitlelere ulagsmasin1 ve gonderilerin begeni almasini
kolaylastirdig1 anlasilsa da tiiketiciler bunlara yorum yapmaktan kagmmislardir.
Dolayisiyla Tiirkiye’deki havayolu markalarinin mesajlarina yanit alabilecekleri
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yarigma ve promosyon gibi unsurlar ekleyebilirler ki bu aktivitenin yorum sayisini
artirabilecegi ¢esitli ¢alismalarla da kanitlanmistir (6r, De Vries vd., 2012; Menon
vd., 2019). Yonetimsel agidan bakildiginda bu ¢iktilar, havayolu ve pazarlama
uygulayicilarina marka igeriklerini yeniden tasarlama konusunda rehberlik
edecektir.

6. Kisitlar ve gelecek calismalar icin oneriler

TK ile ilgili mevcut literatiire katkisinin Stesinde mevcut ¢aligma, gelecekteki
arastirmalara yon veren gesitli sinirlamalara sahiptir. Ik olarak, marka mesajlarinda
mecazi dil kullanimini incelemek i¢in Tiirk havayolu endiistrisi incelenmistir.
Gegmis calismalar, farkl dillerde (Djafarova, 2017; Kim vd., 2016; Ahmad vd.,
2020) marka iletisimindeki mecazi unsurlarin etkilerini incelemistir. Bu nedenle,
farkli dillerdeki mecazi marka secimlerinin TK’y1 nasil etkileyebilecegini
belirlemek i¢in daha fazla arastirma yapilmasi gerekmektedir. Ikincisi, arastirma
Instagram’dan elde edilen verilere dayanmaktadir. Havayollarmin pazarlama
faaliyetlerini desteklemek icin cesitli sosyal medya uygulamalarini siklikla
kullandig1 bilinmektedir (Zelenka ve Hruska, 2018). Gelecekteki c¢alismalar,
bulgularimizi Youtube ve Twitter gibi diger sosyal ag sitelerini kullanarak
test edebilir. Ugiinciisii, mecazi dilin dort yaygin tiirii calisma kapsaminda ele
almmistir (deyimler, kisilestirmeler, mecaz-1 miirseller ve benzetmeler). Gibbs
(1994), konusma dili tipolojileri, dolayli s6z edimleri, ironi ve igneleme gibi
bir¢ok mecazi dil tiiri oldugunu ileri siirmiistiir. Analizden 6nce siniflandirdigimiz
Instagram mesajlarinda bu unsurlari aramamiza ragmen, ¢ok az Ornek tespit
edilmistir. Bu nedenle, gelecekteki arastirmalar i¢in marka gonderilerinde diger
mecazi dil tiirlerinin kullanimi 6nerilmektedir. Son olarak, aragtirma havayolu
endiistrisi ile sinirhidir. Gelecek ¢alismalarin farkli sektorlerde yer alan markalarin
gonderilerine yogunlagmasi literatiirii genisletecektir.
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EXTENDED ABSTRACT

1. Introduction

Directing consumers to engage with brand messages on social networks provides
many advantages in today’s dynamic business environments. Consumer engagement
(CE) on social networks can be used by today’s marketing experts and researchers
as an important metric for brands in gaining competitive advantage, evaluating, and
monitoring information (Dolan et al., 2016). Thus, CE helps developing creative
marketing strategies, contributes to brands in increasing their profits and gaining a
competitive place among competitors (Brodie et al., 2011; Sedley and Perks, 2008).
Moreover, CE has a primary role in viral marketing activities, and it creates adding
value for services (Van Doorn et al., 2010; Ashley and Tuten, 2015).

To determine CE, past studies have been used interviews (Tsai and Men, 2013),
surveys (Hollebek et al., 2016; Kujur and Singh, 2020), the number of likes,
shares and comments on social media (De Vries et al., 2012; Menon et al., 2019).

In today’s world, brands are developing creative marketing strategies to increase
CE on social media platforms (Ashley and Tuten, 2015; Brodie etal.,2011). Among
these strategies, effective content creation stands out as an important activity. In
the literature, content types can be classified as informative, entertaining, social
(De Vries vd., 2012; Cvijikj ve Michahelles, 2013; Thao vd., 2017; Menon vd.,
2019) and remunerative messages (Cuevas-Moleno vd., 2021). Moreover, images
and videos that make the message interesting and express vividness (De Vries vd.,
2012; Schultz, 2017; Sigurdsson vd., 2020) can also be included in brand messages.
Another strategy that may affect CE is increasing interactivity of the message with
links (De Vries vd., 2012; Leung vd., 2013; Sabate vd., 2014). Psycholinguistic
dimensions of the message and the use of emoji, which has recently been the
subject of semiotics (Kogak, 2022a) can also be associated with CE.

Figurative language can be another issue in the psycholinguistic research. It can be
considered among content strategies and has various effects on the communication
process of individuals (Richardson and Matlock, 2007). It also stands out as a
form of expression that may help brands easily convey complex ideas with social
and aesthetic concerns (Colston and Gibbs, 2021).

Many studies in the literature suggest that the use of figurative language increases
attention (Leigh, 1994) and encouraging positive inferences (McQuarrie &
Phillips, 2005). Moreover, figurative language can also lead to attitudinal or
emotional effects (McQuarrie and Mick, 2003; Lim et al., 2009).

Previous studies generally examined figurative language in advertising discourses
(Leigh, 1994; McQuarrie and Phillips, 2005; Kronrod and Danziger, 2013;
Djafarova, 2017), customer relations (Choi et al., 2019), and social media research
(Kim et al., 2016; Pogacar et al., 2017; Fox et al., 2019). This kind of content
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strategy can be a salient component of consumer behavior.

Although there is an increasing attempt for various industries’ brands in the CE
literature (e.g., De Vries et al., 2012; Cvijikj and Michahelles, 2013; Luarn et al.,
2015; Dolan et al., 2019) the number of these studies are still scarce. Moreover,
CE research for airline brands that operate in a service-intensive sector is quite
limited (Leung et al., 2013; Seo and Park, 2018; Menon et al., 2019; Sigurdsson et
al., 2020; Kogak, 2021). Therefore, the aim of this study is to determine the effect
of the use of figurative language in brands’ social media posts on CE. The main
novelties of this study can be listed as follows:

e This study offers a novel model that examines the effects of the use of
figurative language elements (idiom, metonymy, personification, and simile)
on CE.

o This is the first study that investigates the use of figurative language of airlines
brands on Instagram in Tiirkiye.

o This is the first study that controls the effects of the use of figurative language
on CE with some important variables (the use of pronouns, message age,
number of words, the use of photographs and hashtags).

2. Theoretical Framework
2.1. The Use of Figurative Language in Marketing Communication

Although figurative language seems like a complex structure when viewed from
the outside, it stands out as one of the tools that can be produced and understood
without requiring special effort and can effectively convey emotions and
experiences by passing them through cognitive and social processes (Colston and
Gibbs, 2021).

Figurative language is one of the communication techniques used not only for
individuals but also for brands. As a matter of fact, brands’ use of figurative
language has led marketing experts and researchers in the field to investigate the
psychological, hedonistic, and persuasive effects of this language on consumers
(McQuairre and Mick, 1996; Djafarova, 2017; Pogacar et, 2017; Wu et al., 2017;
Fox et al., 2019).

Figurative language can be classified as idioms, proverbs, metaphors, ironies,
and other indirect expressions (Gibbs and Colston, 2006). This study attempts to
examine the four basic elements of figurative language: idioms, personifications,
similes, and metaphors.

2.1.1. Idioms

As an important element of figurative language, idioms are widely studied in
advertising (Lim et al., 2009). Although most of these studies were conducted on
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the frequency of idioms in brand slogans, Lim et al. (2009) examined the effects
of idioms on comprehension, meaning processing, recall and attitude. Thus, the
following hypothesis can be developed:

H,: The use of idioms on Turkish airline Instagram posts affects CE (likes and
comments).

2.1.2. Metonymies

Today, many famous brands such as McDonald’s and Louis Vuitton can use
metonymies in their advertisements and discourses to make their expressions more
effective (Schroeder, 2008). Metonymies can also shape our understanding about
marketing activities (Dancygier & Sweetser, 2014). The use of metonymies and
metaphors in advertising discourse may draw attention of consumers to interaction.
It also reveals the conceptual, communicative, and discursive dimensions of
advertisements (Pérez-Sobrino, 2016; Sweetser, 2017). In addition, metonymies
can access the cognitive processes of the audiences by referring to the discourse in
the sentence (Zeng, 2019). To sum up, it strengthens the assumption that the use of
metonymies on brand messages can affect CE. Therefore, the second hypothesis
of our research can be shaped as follows:

H,: The use of metonymies on Turkish airline Instagram posts affects CE (likes
and comments).

2.1.3. Personifications

Personifications that are frequently used in advertising (Delbaere et al., 2011;
Suryasa, 2016) can activate consumers’ positive emotions and make them
like the brand (Delbaere et al., 2011). Personification, which has an impact on
understanding, processing meaning, attitude and behavior (Mackay, 1986; Lakoff
and Johnson, 2008), can be examined in terms of linguistic forms, conceptual
structures, and communicative functions (Dorst, 2011). Based on all these studies,
next hypothesis can be developed as follows:

H,: The use of personifications on Turkish airline Instagram posts affects CE
(likes and comments).

2.1.4. Similes

In advertising and brand research, similes can be used to reveal consumers’ pre-
purchase intentions and attitudes (Labrecque et al., 2020; Wu et al., 2017; Kronrod
and Dangizer, 2013; Pho-Klang, 2014). These studies also reveal that the use of
simile can be effective on cognitive processes (Pho-Klang, 2014; Citron, 2020).
Cui and Zhao (2014) stated that the similes used in advertisements are catchy,
persuasive, informative and satisfy aesthetic needs in an emotional context.
Therefore, the final hypothesis of the research can be developed as follows:

H,: The use of similes on Turkish airline Instagram posts affects CE (likes and
comments).
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3. Methodology
3.1. Data

For the study, 1230 messages published by 6 airline brands operating in Tiirkiye
(AnadoluJet, Corendon Airlines, Onur Air, Pegasus Airlines, Turkish Airlines
and Sun Express) on Instagram between January 2020 and October 2021 were
analyzed. The dependent, independent and control variables of the study are as
follows:

*  Dependents: Number of likes and comments on Instagram.

* Independents: The use of idioms, metonymies, personifications, and similes
in airline Instagram posts.

e Controls: The use of pronouns, photos, hashtags. Message age, message
uploaded at non-working hours, message published on weekend, and word
counts of the message.

3.2. Coding the Variables

In the study, a coding manual was prepared to identify the metonymies,
personifications and similes used by airline brands in their Instagram messages
and was sent to the coders. According to Cohen’s kappa statistics, which indicate
the inter-coder agreement, 92% success was achieved for metonymies, 94% for
personifications and 87% for similes.

3.3. Results

The multiple linear regression method was used in this study to determine the
effect of independent and control variables on the dependents and is given in
Table 1.

Table 1. Regression results

Independent variables Model

VIF TOL Likes Comments

Idiom 1.05 0.95 0.1224%*** 0.0566*

Metonymy 1.02 0.98 0.0286 -0.0111

Personification 1.04 0.96 0.0587* 0.0191

Simile 1.04 0.96 0.0491 -0.0177

Control variables

Non-working hours 1.03 0.97 0.1193*** 0.1159%**
Weekends 1.06 0.94 0.1271%** 0.0772%**
Message age 1.10 0.91 0.1608*** 0.1080%**

Photos 1.03 0.98 -0.0786%** -0.2340%**



Mecazi Dil Unsurlarinin Tiiketici Katilimi Uzerindeki Etkisi:

Tiirk Havayolu Instagram Sayfalari Ornegi 37
I-Ben 1.07 0.94 -0.0031 0.0045
Thou-Sen 1.62 0.62 -0.0401 -0.0186
H/She-O 1.04 0.96 0.0072 -0.0083
We-Biz 1.33 0.75 0.1772%** 0.0594
You-Siz 1.71 0.59 0.1489%** 0.0914%*
They-Onlar 1.04 0.97 0.0173 0.0362
Word count 1.38 0.72 0.0252 -0.0088
Hashtag 1.12 0.89 0.1140%** 0.0056
Regression results
N 1230 1230
F 19.750 8.912
R? 0.207 0.105
Adjusted R? 0.196 0.093
DW 2.172 1.978

According to the results, idioms have a statistically significant and positive effects
on the number of likes (3=0.1224; p<0.001) and comments (3=0.0566; p<0.05).
Personifications only have positive and significant effects (3=0.0587; p<0.05) on
the number of likes.

Looking at control variables, the use of the first-person plural pronoun
“we-biz” ($=0.1772, p<0.001) and the second plural pronoun “you-siz”
(B=0.1489; p<0.001) increases the number of likes, and comments (3=0.0914;
p<0.01) positively and significantly. Moreover, messages published on non-
working hours positively affect number of likes (8=0.1193; p<0.01) and
comments (3=0.1159; p<0.01). Weekend messages also impact the number
of likes ($=0.1271; p<0.01) and comments (3=0.0772; p<0.01) positively
and significantly. The use of photographs and/or pictures had a negative
relationship with the number of likes (3=-0.0786; p<0.001) and comments
(B=-0.2340; p<0.001).

Lastly, the use of hashtags by airline brands in Tiirkiye significantly increased the
number of likes (3=0.1140; p<0.001).

4. Conclusion

The relationship between the use of figurative language elements in Instagram
messages of airline brands operating in Tiirkiye and CE levels (likes and
comments) was statistically significant according to the results of the multiple
linear regression models. In this sense, the use of idioms and personification
in airline brand messages affects CE at various levels. The fact that consumers
interact with figurative language content after reading and analyzing it supports
Hall’s (1973) model and leads to important inferences.
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Finally, a noteworthy outcome of the research for marketing managers and
academics is that the effect of figurative language elements on CE is controlled
by several variables. Thus, the use of “we-biz” and *“you-siz” pronouns by airline
brands in Tiirkiye in their Instagram messages has a positive impact on CE.
Therefore, it can be concluded that Turkish airline consumers like messages that
emphasize consumer-brand relationship. Airline brands publishing their messages
during non-working hours or on weekends also has a significant and positive impact
on CE. However, when the descriptive statistics of the research are examined, it
is seen that airline brands in Tiirkiye publish their messages on Instagram mostly
during the working hours. Another important finding of the research is that airline
consumers in Tiirkiye check their Instagram messages retrospectively and re-
engage with these messages (see message age results). Therefore, the messages
produced by the airline are valuable. Finally, the use of hashtags on Instagram posts
received likes, but consumers refrained from commenting on them. Therefore,
airline brands in Turkey can add elements such as contests and promotions to their
messages to get responses from consumers, which has been proven by various
studies that this activity can increase the number of comments (e.g., De Vries et
al., 2012; Menon et al., 2019).



(Arastirma)
SOSYAL MEDYADA PARASOSYAL ETKILESIM VE
ALGILANAN GUVENILIRLIGIN TUKETiICiLERIN SATIN
ALMA NIiYETINE ETKIiSINDE HOMOFILINIiN ROLU!

Emine SENBABAOGLU DANACI2

Oz

Glintimiizde geleneksel medyaya karsin ¢ok daha yogun bir kullanim alani bulan sosyal
medya, 6zellikle geng tiiketicilerin yogun bir sekilde etkilenme ve etkileme sergiledikleri
bir alana dontismiistiir. Takipgileriyle siirekli bir etkilesim ve iletisim halinde olmalari
sebebiyle sosyal medya etkileyicileri, karar verme siireglerinde tiiketici davranislarini
yonlendiren 6nemli bir etki kaynagi haline donlismislerdir. Bu noktada, sosyal
medya etkileyicilerinin, markalara yonelik tiiketicilerin davranigsal niyetlerini nasil
yonlendirdiklerinin anlagilmast 6nemlidir. Bu dogrultuda bilgi boslugunu doldurmak igin
calisma, bir sosyal medya etkileyicisinin algilanan giivenilirligi, homofili ve satin alma
niyeti ile parasosyal etkilesim arasindaki iliskileri incelemeyi amaglamaktadir. Arastirma
kapsaminda toplanan 394 anket formundan elde edilen veri analize dahil edilerek, analizde
IBM SPSS Statistics 22.0 ve Amos 23.0 paket programlar1 kullanilmistir. Aragtirma
modeli dogrultusunda yap1 gecerliligi ve yap1 giivenilirligi analizleri gergeklestirilerek
ardindan yapisal esitlik modellemesi uygulanmistir. Caligmanin bulgulariyla, homofili
tutumun parasosyal etkilesim ve algilanan giivenilirlikte etkisi ortaya koyulmustur.
Ayrica bulgular, parasosyal etkilesim ve algilanan giivenilirligin ise satin alma niyetinin
olusmasinda sosyal medya etkileyicileri tarafindan yonlendirilen dijital pazarlama
baglaminda anlamli etkilere sahip olduguna isaret etmektedir. Aynit zamanda parasosyal
etkilesimin algilanan giivenilirligin olugsmasinda da etkisinin varligi tespit edilmistir.
Caligmanin literatiire katkisinin yani sira pazarlamacilara pratik ve yonetimsel ¢ikarimlar
da saglayacag diisiiniilmektedir.
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THE ROLE OF HOMOPHILY IN THE EFFECT OF PARASOCIAL
INTERACTION AND PERCEIVED CREDIBILITY ON CONSUMERS’

PURCHASE INTENTION IN SOCIAL MEDIA

ABSTRACT

In today’s world, social media, which has found a much more intense usage area compared
to traditional media, has become an area where especially young consumers exhibit intense
influence and being influenced. Due to their constant interaction and communication with
their followers, social media influencers have become an important source of influence in
directing consumer behaviors in the decision-making process. At this point, it is important
to understand how social media influencers influence consumer behavioral intentions
towards brands. In this regard, the study aims to examine the relationships between a
social media influencer’s perceived credibility, homophily, and purchase intention, as well
as parasocial interaction, in order to fill the knowledge gap. The data obtained from 394
survey forms collected within the scope of the research were included in the analysis, and
IBM SPSS Statistics 22.0 and Amos 23.0 package programs were used for the analysis.
In line with the research model, construct validity and construct reliability analyses were
conducted, followed by the application of structural equation modeling. The findings of the
study revealed the impact of homophily attitude on parasocial interaction and perceived
credibility. In addition, the findings indicate that parasocial interaction and perceived
credibility have significant effects on the formation of purchase intention in the context of
digital marketing influenced by social media influencers. At the same time, the presence
of the influence of parasocial interaction on the formation of perceived credibility has
also been identified. It is believed that the study will provide practical and managerial
implications for marketers, as well as contribute to the literature.

Keywords: Influencer Marketing on Social Media, Parasocial Interaction, Homophily,
Perceived Credibility, Purchase Intention.
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1.Giris

Dijital medya ve ¢evrimigi platformlarin kullaniminin artmasiyla pazarlamacilar;
halklailigkilervereklamecilikta farklicevrimicipazarlamaaraglarininpotansiyelini
degerlendirmektedir (Tsen ve Cheng, 2021). Sosyal medya platformlarinin
tiikketicilere ulagsma konusundaki muazzam yetenekleri géz oniine alindiginda,
ilgili platformlarin pazarlamacilar tarafindan yogun bir sekilde kullanildigi
gozlemlenmektedir (Koay vd., 2022). Ozellikle biitiinlesik iletisim unsurlarindan
olan reklam faaliyetleri, artik cogunlukla sosyal medya platformlarinda ve
“etkileyici (influencer)” olarak nitelendirilen yonlendirici bireyler tarafindan
gergeklestirilmektedir (Weismueller vd., 2020). Sosyal medya kullaniminin
ve kullanicilarinin artmasiyla, sosyal medya etkileyicilerinin sayisi da her
gegen glin artmaktadir. Etkileyici pazarlama faaliyetlerini barindiran pazarin
bliytikligiiniin 2023 yili sonuna kadar 17.4 milyar dolar olmas1 beklenmektedir
(collabstr.com, 2023). Sosyal medya kullaniminin artigi, pazarlama bilimi i¢in
de 6nemli degisiklikler getirmektedir. Bu dogrultuda sosyal medya etkileyicileri,
takipgileriyle etkilesim halinde bulunarak igerik iiretmektedirler. S6z konusu
bireyler, sosyal medya platformlarinda benzer ilgi alanlarina sahip takipgileriyle
mal/hizmetler hakkindaki diigiincelerini ve deneyimlerini paylagsmaktadirlar.

Pazarlama stratejilerini  belirlerken, sosyal medya ve sosyal medya
etkileyicilerinin pazarlama faaliyetlerinde kaginilmaz hale geldigi giiniimiizde
isletmeler, tirinlerini ve markalarini tanitmak icin daha dijital bir iletisime dogru
ilerlemektedir. Sosyal medya platformlari, markalarin tirtinleri ve fikirleri hedef
kitlelere ulastirma ve etkilesimde bulunma konusunda giiglii araglar sunmaktadir.
Markaya deger katan bu aracglarla (Lou ve Yuan, 2019), etkileyici olarak bilinen
kisiler, genis takip¢i kitlesine sahip olup, takipgileriyle etkilesim halindedir. Bu
etkilesim, sadece sosyal iliskileri degil, ayn1 zamanda tiiketici davraniglarini da
etkileyebilmektedir (Bi ve Zhang, 2022; Lee ve Lee, 2022; Sokolova ve Kefi,
2019). Bu dogrultuda tiiketici satin alma niyeti, ¢esitli faktorlerin etkisi altinda
olup; bu faktorler arasinda misteri sadakati, miisteri tatmini, ilgilenim, algilanan
risk, gilivenilirlik, marka imaji ve marka degeri gibi unsurlar bulunmaktadir
(Bhattacharya, 2022; Bi ve Zhang, 2022; Su vd., 2021). Ayrica, sosyal medya
etkileyicileri ve takipgileri arasindaki iligkilerin, satin alma niyetlerini etkiledigi
de gozlemlenmektedir. Sosyal medya etkileyicilerinin basariya ulagsmasinda,
takipgilerinin satin alma niyetlerini etkileyen faktorleri anlamalar1 6nem arz
etmektedir (Su vd., 2021). Sosyal medya takipgilerinin iizerinde etkili olan bir
mekanizma olarak parasosyal etkilesim (Liu vd., 2019), pazarlama faaliyetleri
i¢cin 6nemli bir iletigim unsurudur.

Bu arastirma, sosyal medya etkileyicileriyle tiiketici karar verme siireci arasindaki
iligkiye yeni bakis agilar1 gelistirmek icin alternatif yol sunmaktadir. Bu dogrultuda
calismanin amaci, tiiketicilerin ¢evrimigi sosyal medya topluluklarinda,
etkileyicilerle parasosyal etkilesimi nasil olusturduklarini ortaya koymaktir. Daha
ayrintilt bir ifadeyle arastirma kapsaminda, sosyal medya etkileyicileriyle sosyal
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medya kullanicilan arasindaki iliskide takip¢i ya da kullanicilarla benzerligi
noktasinda parasosyal etkilesimin, etkileyicilerin giivenilirligi iizerindeki
etkisi arastirilarak; hem parasosyal etkilesimin hem de algilanan giivenilirligin
satin alma niyetine olan etkisi incelenmektedir. Parasosyal etkilesim teorisine
dayandirilan bu ¢alismada, sosyal ag sitesi kullanicilarindan toplanan anketten
elde edilen veri seti kullanilarak, algilanan giivenilirlik, homofili ve satin alma
niyetine yansimalar1 arastirilmistir.

Sosyal ag sitelerinde, sosyal medya etkileyicilerine bireylerin neden karsilik
verdiklerini agiklayan psikolojik mekanizmalari belirlemeyi amaglayan ¢aligmalar
literatiire kazandirilmaktadir (Kim, 2022; Hudders ve Lou, 2022). Ozellikle
tiikketicilerin sosyal medya etkileyicilerine parasosyal etkilesim gdstermelerine
yonelik ortaya koyulan ¢aligmanin sinirli olmasi aragtirmanin gergeklestirilme
sebeplerindendir. Calismanin igeriginde, parasosyal etkilesim, algilanan
giivenilirlik, homofili ve satin alma niyetine iligkin daha dnce yapilan arastirmalar
incelenip ardindan teorik bir kapsamin sunuldugu bir ¢erceve takip edilmistir.
Caligma literatiir taramasina dayandirilarak, sosyal medya etkileyicilerine yonelik
i¢csellestirme siirecinin olusturulmasi dogrultusunda orijinal bir arastirma modeli
gelistirilmistir. Yapisal esitlik modellemesi araciligiyla, parasosyal etkilesim,
algilanan giivenilirlik, homofili ve satin alma niyeti arasindaki iliskiler ortaya
koyulmustur. Son asamada ise teorik katkilar, pratik ¢ikarimlar, sinirlamalar ve
gelecege yonelik oneriler agiklanmustir.

2.Kavramsal Cerceve

Dijital ortamlarin ¢evrimigi tiiketici deneyimlerinin 6nemli bir pargasi haline
gelmesiyle dikkatleri ¢geken sosyal medyada etkileyici pazarlama dogrultusunda,
sosyal ag sitesi kullanicilarinin algilanan giivenilirlik, homofili ve satin alma
niyetleri parasosyal etkilesim teorisine dayandirilmaktadir.

2.1.Sosyal Medyada Etkileyici (Influencer) Pazarlama

Hem pazarlamacilar hem de miisteriler, pazarlama iletisim kanallarinda, geleneksel
kanallardan c¢evrimici kanallara gegise iliskin bir degisim yasamaktadir. S$oyle
ki sosyal medya, isletmeler ve markalar i¢in miisterilerle iliski kurabilmek
amaciyla biitiinlesik pazarlama iletisim kanali olarak kullanilmaktadir. Ayni
zamanda tiiketicilerin yeni Uriinler hakkinda bilgi edinmek i¢in de sosyal medya
kanallarina yonelimleri glin gegtikge artmaktadir (Chen vd., 2021; Cheng-Xi
Aw ve Labrecque, 2000). Giinimiizde cevrimigi etkilesimlerin, tiketicilere
sunulabilecegi ¢ok sayida dijital ortam bulunmaktadir. Ornekler arasinda sosyal
medya siteleri (6r., Facebook, Twitter, Instagram), ¢evrimigi perakendeciler (0r.,
Amazon, eBay, Zappos) ve tiiketim mal ve hizmetlerinin resmi web siteleri (or.,
Apple, Ikea, JetBlue) yer almaktadir. Bu dijital ortamlar arasinda; sosyal medya
siteleri, resmi marka sayfalarindan g¢evrimici kisisel hesaplara kadar cesitli
¢evrimigi topluluklart barindirmaktadir (Yuksel, 2016).
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Gliniimiizde bir¢ok sosyal medya platformu, miisterilerin mal ve hizmetler
hakkinda aktif olarak bilgi toplamasina ve bilgi aligverisinde bulunmasina olanak
saglamaktadir. S6z konusu platformlar, miisteri goriislerinin yayimlanmasina,
misteri deneyimleri hakkinda goriintii ve videolar yiiklenmesine ve diger
miisteriler ve hizmet saglayicilartyla iletisim kurulabilmesine olanak tanimaktadir.
Ornegin; miisteriler, diger miisterilerin génderilerine “begen” tusuna tiklayarak,
yorum birakarak ve/veya gonderileri diger platformlarda paylasarak yanit
verebilmektedir (Lee ve Lee, 2017). Ozellikle dijital isletmelerin gelisimi igin
sosyal medyay1 kullanimlar1 olduk¢a dnemlidir (Arbabi vd., 2022). Bu sayede
isletmeler, daha kiigiik kanallara yatirim yaparak daha genis topluluklarla baglanti
kurma avantajimi elde edebilmektedir (Rasmussen, 2018).

Sosyal ag olusumunun artmasi ve sosyal medyanin geligsmesi, kullanicilar arasinda
etkili iligkilerin kurulmasin1 kolaylastirmistir (Tsen ve Cheng, 2021). Kullanicilar,
giliniimiiziin teknolojik ortamlarinda, ¢esitli sosyal medya platformlarini kullanarak
kolaylikla etkilesim saglayabilmektedir. Platformlar sayesinde bilgi alisverisi
kolaylasarak, gelismekte olan bir¢ok pazarda bilgi asimetrisi azalmaktadir (Arbabi
vd., 2022).

Isletme faaliyetlerinin bir¢ogunun cevrimici platformlara kaydigi giiniimiiz
ortaminda, isletmeler, sosyal medya etkileyicilerini, mal ve hizmet pazarlamasinin
yollarindan biri olarak gormektedir (Arbabi vd., 2022). Burada karsimiza
literatiirde ve uygulamada varligini gittikge hissettiren etkileyici pazarlama
kavrami ¢ikmaktadir. Giiniimiizde 6rnekleriyle yogun bir sekilde karsilastigimiz
“influencer marketing”, Tiirkceye etkileyici pazarlama, etkileyici kisi pazarlamasi,
fenomen pazarlama, hatirli pazarlama, niifuz pazarlama gibi ifadelerle aktarilmaya
calisilmaktadir. Bu ¢alisma kapsaminda kavramin “etkileyici pazarlama” olarak
ifadelendirilmesi tercih edilmistir.

Bu asamada oncelikle influencer yani etkileyici kisi ya da fenomen olarak
nitelendirilen bireyler tanimlanacaktir. Sosyal medya etkileyicileri, aktif olarak
bir veya daha fazla ilgili alanda taninan, hayranlar tarafindan giivenilir ve ¢ekici
bulunan 6nemli sayida takipgisi bulunan sosyal ag sitesi kullanicilaridir (Jin vd.,
2021).Sosyalmedyaetkileyicileri, sosyal medyadanispetenbiiytik takipgilere sahip,
kisisel yasamlar1 ve yasam tarzlari hakkinda yayimladiklart icerikler araciligryla
takipgileriyle dijital alanlarda etkilesim saglayan ve markali igerigi entegre ederek
takipgilerinden para kazanan bireyler olarak kavramsallagtirilmaktadir (Kim,
2022). Etkileyiciler, genellikle olusturduklari igerik nedeniyle popiiler hale gelen
cevrimici iinliiler olarak da nitelendirilmektedir (Bi ve Zhang, 2022). S6z konusu
cevrimici etkileyiciler, son yillarda ticari mesajlarin ve sosyal mesajlarin tesvik
edilmesine yardimci olma konusunda dnem kazanmistir (Tsen ve Cheng, 2021).

Pazarlamanin yeni bir silah1 olarak nitelendirilen sosyal medya etkileyicileri
(Bozkurt, 2021), amaglanan hedef kitle ile etkilesim yaratma, diyalog kurma ve/
veya mal/hizmet satma potansiyeline sahip oldugu diistintilen kisilerdir (IAB
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Influencer Marketing for Publishers Guide, 2018). Hudders ve Lou (2022)’ya gore
sosyal medya etkileyicileri, insanlarin davranislarini kendi ¢ikarlart veya toplum
yararina degistirmek ve sosyal konularda farkindalik yaratmak i¢in kullanabilir.
Bunlart gergeklestirebilmek igin ¢evrimigi etkileyici, yeni iirlinler ve trendler
hakkinda kapsamli bir anlayisla bilgi sahibi olmalidir (Tsen ve Cheng, 2021).
Dolayisiyla etkileyiciler, bireyleri en yeni trendler, tirtinler ve markalar hakkinda
bilgilendiren bir ilham kaynag1 olarak kabul edilebilir.

Etkileyici pazarlama faaliyetleri ise giiniimiizde tutundurma karmasinin énemli
bir bileseni olarak goriilmektedir. Pazarlamacilar, ajanslar ve yayincilar tarafindan
benzer sekilde kullanilan ve basta sosyal medya olmak iizere dijital platformlarin
yani sira markali igerik/yerel reklam programlari tarafindan yonlendirilen
etkileyici pazarlama, tiiketicilerle iletisimde nispeten daha yerel bir yontemdir.
Diger bir ifadeyle etkileyici pazarlama, bir markanin/ajansin/yayincinin, marka
mesajlarini stratejik hedeflere ulastirmak i¢in kisilerle, yani etkileyicilerle birlikte
calistig1 bir taktiktir (IAB Influencer Marketing for Publishers Guide, 2018).

Etkileyici pazarlama, ¢ok sayida potansiyel aliciyla kisa siirede ve geleneksel
reklamciliga gore daha diisilk maliyetle etkilesim sagladigi igin Snemli bir
pazarlama iletisim araci haline donlismiistiir (Weismueller vd., 2020). Hudders
ve Lou (2022)’ya gore sosyal medya etkileyicileri, son yillarda istikrarlt bir
sekilde artan reklam biitcelerini kendilerine g¢ekerek etkileyici pazarlamanin
¢ok aktif bir pazarlama aract oldugunu gostermektedir. Bu dogrultuda etkileyici
pazarlama, arastirmacilarin ve pazarlamacilarin dikkatini ¢eken bir etkilesimli
pazarlama teknigi olarak nitelendirilmektedir (Bi ve Zhang, 2022). Sosyal medya
etkileyicileri tarafindan olusturulan bu tanitim ydnteminin, markalara deger kattig
diisiiniilmektedir (Lou ve Yuan, 2019).

Influencer pazarlamayi, Fikir Liderligi Teorisi ve reklamlarda iinlii kullanimi
(inli onayi/destegi) literatliriine dayandirarak acikladiklar1 ¢alismalarinda
Baycur ve Karaca (2022), sosyal medya etkileyicilerinin tiiketicilerin kararlarini
ve tutumlarii nasil etkiledigini anlamak i¢in; fikir liderlerinin agizdan agiza
iletisim araciligiyla c¢evrelerinin fikirlerine nasil etki ettiginin ve reklamlardaki
iinlii destegiyle marka ve iiriin tercihini sagladiklarinin anlasilmasi gerekliligini
vurgulamislardir.

[lgili alanda yapilan son galismalar ve uygulamalarda, etkileyici pazarlamanin tek
yonlii pasif iletisimden ziyade kullanicilarin etkilesim ve katilim sirasinda yanit
verebilirligine odaklanan “karsilikli etkiler” ile iki yonlii iletisime odaklandigi
goriilmektedir (Bi ve Zhang, 2022). Cevrimigi kisisel hesaplar, hem bir kisinin
bireysel bir marka olarak yapilandirildigi sosyal etkilesimlere dayali dijital
ortamlar1 (0r., tnlilerin Twitter hesaplar1) Srnekleyebilmeleri, hem de odak
noktasinin belirli bir iiriin sinifi oldugu ¢evrimici bir tikketim alt kiiltiiriinii temsil
etmeleri agisindan Ornegin marka veya tiiketim etkinligi (6r., moda bloglari)
acgisindan dikkat ¢ekici bir 6neme sahiptir (Yuksel, 2016). Jin vd. (2021) de bu
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durumu “Son donemlerde sosyal medya iizerinde gergeklestirilen pazarlama
faaliyetleri, resmi markalarin pazarlamasi ve etkileyicilerin pazarlamasi olmak
iizere iki sekilde yapildig1 gdzlenmektedir. igeriklerin etkileyiciliginin bireyler
iizerinde c¢ok daha giiclii olmasi sebebiyle etkileyici pazarlama faaliyetleri
oldukga yogun bir sekilde gerceklestirilmektedir. Glinlimiizde birgok marka, yeni
iiriinlerini tanitmak ve 6zel promosyonlarini duyurmak i¢in sadece kendi kurumsal
web sayfalarini kullanmaz, ayn1 zamanda triinleri veya markalar1 dneren ve
aligveris sitelerine baglantilar paylasan sosyal medya etkileyicilerine de biiyiik
Olciide glivenmektedir” seklinde ifade etmislerdir (Jin vd., 2021).

Guniimiizde etkileyici pazarlama, pazarlama ve reklamcilik endiistrisinden biiytik
ilgi gérmektedir; soyle ki, bir reklam ajans1 olan Interactive Advertising Bureau
(IAB) tarafindan yapilan bir arastirmanin sonuglarina goére, pazarlamacilarin
%84°1 etkileyici pazarlamay1 etkili bir pazarlama taktigi olarak nitelendirmis
ve tiiketicilerin %87’si ise etkileyicilerin marka onaylarmi tesvik ettigi satin
alma islemleri gerceklestirdigini ifade etmislerdir (IAB Influencer Marketing
for Publishers Guide, 2018). Bu durumu Kim (2022) igeriklerin dogal olmasi
ve giinlik yasam ortamlarinda olusturulmasi sebebiyle reklam verenlerin yani
sira faaliyetlerin tiiketicileri de cezbettigi seklinde aciklamaktadir. Etkileyiciler,
genellikle belirli bir alanda uzmanlastiklar1 i¢in gilivenilir tavsiye kaynaklar
olarak kabul edilmektedir. Bu giivenilirlik seviyesi de etkileyicinin olusturdugu
sponsorlu icerigin daha fazla kabul gérmesini saglamaktadir (Hudders ve
Lou, 2022). Etkileyici pazarlama, tiiketicileri yalnizca markayla ilgili bilgileri
aktif olarak kullanmaya ve tiiketmeye katki saglamakla kalmaz; ayn1 zamanda
tiikketicilerin markaya yonelik tutumlarini olumlu bir sekilde degerlendirmeye de
tesvik eder (Chen vd., 2021; Sokolova ve Kefi, 2019).

2.2.Parasosyal Etkilesim

Parasosyal etkilesim, literatiirde ilk olarak 1956’da Horton ve Wohl tarafindan
medya karakterleriyle ya da medya kisiligiyle, medya kullanicilar1 arasinda tek
tarafli, hayali samimi duygular ve sosyal iligkiler gelistirilen etkilesimi agiklamak
icin kavramsallastirildi. Parasosyal etkilesim teorisinde dinleyici veya izleyici, s6z
konusu medya kisiligini bir arkadas, danisman, yol gosteren veya rol model olarak
gormektedir (Liu vd., 2019). Glinlimiizde parasosyal etkilesim, yalnizca ilk ortaya
atildig1 hali olan dizi iinliilerine veya sporculara dayandirilmazken; parasosyal
etkilesimin dijital diinyanmn her alaninda mevcut oldugu savunulmaktadir
(Rasmussen, 2018). Ballantine ve Martin (2005), parasosyal etkilesimi farkli
ortamlara uyarlayarak, aktif katilimcilarin ¢evrimigi topluluk baglaminda
diger kullanicilarin tiiketim davranislarini nasil etkileyebilecegini aciklayarak,
parasosyal etkilesime yeni bir boyut kazandirmiglardir. Geleneksel parasosyal
etkilesim calismalari, medya yayin1 baglaminda; kullanicilar ve medya figiirleri
olarak tinliiler arasindaki iliskiye odaklanirken, son aragtirmalar bunun ¢evrimigi
pazarlama ve sosyal ticaret platformunda yapilabilecegini One siirmektedir
(Ballantine ve Martin, 2005; Zhang vd., 2021).
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Sosyal medya kullanicilar, izleyici ya da dinleyiciler, zamanla iinliiler ya da
fenomenlerin kisisel yasamlar1 hakkinda bilgi edindiklerinde gercek hayattaki
sosyal etkilesimleri yansitan diizeyde yakin bir bag gelistirmektedir (Rasmussen,
2018). Bu dogrultuda, sosyal medya pazarlamasi, temel olarak tiiketici
etkilesimine dayanmakta ve paylagimin icerigiyle kaynagi arasindaki etkilesimin
etkilerini arastirmak ag¢isindan 6nem arz etmektedir (Jin vd., 2021). Tek yonlii bir
etki yaratan parasosyal etkilesim (Rasmussen, 2018), medya ve medya etkilerini
inceleyenler arasinda popiilerligini koruyan bir kavram olarak literatiirde yer
almaktadir (Dibble vd., 2006).

Bhattacharya (2022)’ya gore sosyal medya etkileyicilerine dayanarak gerceklestirilen
pazarlama faaliyetlerinde, hedef misterileri etkilemek i¢in yeni bir iletisim kanali
olarak parasosyal etkilesimin sergilendigi dikkat cekmektedir. Parasosyal etkilesimin
hem geleneksel hem de sosyal medyada gelismeye devam ettigi gozlemlenmektedir.
Tiiketiciler, sosyal medyadaki bireylerle aracisiz iletisim gelistirebildikleri ve
sanki arkadagmis gibi hayatlar1 hakkinda yorum yapabildikleri i¢cin medya tinliileri
ile takipciler arasinda anlamli ve yakin sosyal iligkiler gelistirmek adina sosyal
medya olduk¢a kullanigh bir platformdur. Ayrica parasosyal etkilesim, sosyal
medyanin takipgileri iizerinde etki yarattig1 bir mekanizma islevi gorebilmektedir
(Liu vd., 2019). Burada parasosyal etkilesimin olusumunu kolaylastiracak etken,
kullanicilarm takipgilerle olan iletisimidir (Su vd., 2021).

Parasosyal etkilesim hakkindaki Onceki arastirmalar, parasosyal etkilesimin
miisterilerin tutum ve davraniglarmi etkiledigini gostermektedir (Ballantine ve
Martin, 2005; Lee ve Lee, 2017; Sokolova ve Kefi, 2019). Bunun yani sira son
yillarda, tanitim igin pazarlama stratejisi olarak sosyal medyadaki parasosyal
etkilesimlerin 6nemi arastirilmaktadir (Rasmussen, 2018). Parasosyal etkilesime
genel bir bakis saglayan Ballantine ve Martin (2005) ¢alismalarinda, ¢evrimigi
topluluklardaki aktif katilimcilarin, diger kullanicilarin tiiketim davraniglarini
nasil etkileyebilecegini parasosyal etkilesim teorisiyle agiklamislardir.

Parasosyal etkilesimin markalagma tizerindeki etkileriyle ilgili olarak, parasosyal
etkilesim ve markalama sonuglarina iligkin pazarlama literatiirline gore
izleyicilerin sevdikleri karakterlere yonelik tutumlarini destekledikleri markalara
aktarmas1 muhtemel oldugu diistiniilmektedir (Jin vd., 2021). Parasosyal etkilesim
Olceklerinin incelendigi calismada (Dibble vd., 2006), parasosyal etkilesim,
medya takipgilerinin dogrudan deneyimleyebilecekleri anlik bir durum olarak
ortaya koyulmustur. Uriin, alicilarda olumlu izlenimler olusturacak kadar iyiyse,
onayin tiiketiciler iizerindeki etkilerinin bir harekete gegcirici seklinde tetikleme
olasilig1 daha yiiksektir (Bi ve Zhang, 2022).

Etkileyici pazarlamanin sosyal medya ortamlarindaki etkinligi, tiikketicilerin, bir
medya karakteri ile sosyal medya etkileyicileri arasindaki hayali, tek tarafl1 yari-
iligki olarak tanimlanan parasosyal Ozdeslesme gelistirmesine dayanmaktadir
(Chen vd., 2021). Sosyal medya etkileyicilerinin igsellestirme ve dzdeslestirme
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noktasinda; igsellestirme etkileyicinin giivenilirligiyle ilgiliyken; 6zdeslesme
daha c¢ok parasosyal etkilesimle giiglii bir sekilde baglantili olan eylemle ilgili
duygusal bir siirecgtir (Sokolova ve Kefi, 2019). Parasosyal etkilesim, tiiketici-
marka iliskisi kurmayr kolaylastirdigi ve nihayetinde reklam karakterlerine
kars1 duygusal baglanmanin tanitilan iiriinlerle olan bagliligi artiracagi sekilde
markalama sonuglarimi iyilestirdigi i¢in reklamcilik ve pazarlama ile birlikte
degerlendirilmektedir (Jin vd., 2021).

2.3.Homofili

Homofili kavramu, literatiirde yer alan en temel ¢aligmalarda “belirli bir yonden
benzer olanlar arasinda arkadaslik kurma egilimini” tanimlamak i¢in kullanilmistir
(Lee ve Watkins, 2016). Eyal ve Rubin (2003)’e gore homofili, etkilesimde
bulunan insanlarin inang, egitim, sosyal statii agilarindan benzer olma derecesidir.
Zhang vd. (2021) ise homofiliyi, iki birey arasindaki sosyal sinif, ekonomik
durum, cografi bolge ve ¢ocukluk deneyimlerindeki benzerliklerin ifadesi olarak
degerlendirmistir.

Homofili, bir takip¢i ile bir tinlii arasindaki nesnel bir benzerlikten ziyade
algilanan bir benzerliktir (Zhang vd., 2021). Bu dogrultuda Zhang vd. (2021),
takipciler ya da izleyiciler, bir tinlilyli kendilerine ne kadar ¢ok benzetirlerse, o
iinlii hakkinda o kadar ¢ok sey 6grenmeye calistiklarini savunmaktadirlar. Alict
ve kaynak arasindaki tutum ve arka plan gibi iki parametrenin benzerligini
vurgulayan homofili (Zhang vd., 2021), objektif ve subjektif olabilir. Hedef kisiye
ne kadar benzerligin olduguna dair algi s6z konusu oldugunda 6zneldir. Homofili
ayrica iletisimin bir dnciilii ya da sonucu olarak da nitelendirilmektedir (Eyal ve
Rubin, 2003).

2.4.Algilanan Giivenilirlik

Kaynak giivenilirligi ifadesiyle literatiire dahil olan kavram, sosyal medya
etkileyicilerinin gilivenilirliklerinin tiiketici davraniglarii sekillendirmedeki
Oonemini incelemek icin bazi ¢aligmalarda algilanan giivenilirlik ya da algilanan
kaynak giivenilirligi seklinde yer almaktadir. Sosyal medya etkileyicileri, tirlinler
ve markalar hakkinda eglenceli ve modaya uygun icerikleri paylagmak igin
kendi kanallarini, sayfalarini ve topluluklarini olusturabilir. Koay vd. (2022),
pazarlama ydoneticilerinin %75’inden fazlasiin iriinle ilgili bilgileri paylasmak
icin sosyal medya etkileyicilerine giivendigini, kiiresel markalarin %65’ inden
fazlasimin ise sosyal medya etkileyicileri araciligiyla iiriinlerinin pazarlamasina
daha fazla biitce ayirmayi1 planladigin1 savunmaktadir. Bu nedenle sosyal medya
etkileyicilerinin takipgi, begeni, yorum ve paylasim sayist gibi 6l¢iimlere dayali
olarak tiiketici-marka etkilesimi sonuglarini yonlendiren en etkili kaynaklardan
biri oldugu kabul edilmektedir. Bu noktada giivenilirlik, pazarlama mesajinin
etkinligini ve devaminda tiiketici tutum ve davranislarinda etkili olan ve iinliilerin
onaylanmasini etkileyen kritik bir unsurdur (Koay vd., 2022).
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Sosyal medya pazarlamasi ve etkileyici pazarlama faaliyetleri kiiresel ortamda
giderek artan dnemle biiytimektedir. Bloglar; yazarlar, okurlar ve pazarlamacilar
arasinda oldukca popiiler hale gelmekte; gliniimiizde web kullanicilar1 arasinda
yine yogun kullanim alan1 bulmaktadir (Colliander ve Dahlen, 2011). Sosyal ag
sitelerindeki takipci veya arkadas sayisi, ¢evrimigci popiilerligin bir 6l¢iisiidiir ve bu
durum sosyal medya kullanici giivenilirliginin bir gostergesi olabilir (Weismueller
vd., 2020). Baz1 bireylerin de etkileyicilerin parasal fayda saglayabilecekleri bir
iiriini onaylamanin ardindaki niyetlerine siipheyle yaklasimlar1 gayet dogaldir.
Bu nedenle, etkileyicilerin iiriin incelemelerinin gergekligine iliskin sorgulamalar
da olasidir (Bi ve Zhang, 2022). Bu agsamada, algilanan giivenilirlik faktori
devreye girmektedir. Algilanan giivenilirlik, takipgilerin diisiincelerini ve
yargilarini yonlendiren bir unsurdur. Takipgilerin sosyal medyadaki etkileyicileri
onayladigini veya destekledigini gostermektedir (Su vd., 2021).

Bi ve Zhang (2022), calismasinda algilanan kaynak giivenilirliginin “bir
iletisimcinin iddialarinin kaynagi olarak algilanma derecesi” anlamina geldigini
ifade etmistir. Herhangi bir iletisim c¢abasinin basarisi i¢in hayati 6neme sahip
oldugu savunulan algilanan kaynak giivenilirligi (Rasmussen, 2018), pazarlama
iletisiminde ve bir fikir lideri se¢iminde kritik bir durum olarak goriilmektedir.
Ayrica etkileyicinin algilanan diiriistliik, biitiinliik ve inanilirliginin gosterilmesinin
bir sonucu olarak takipgiler tarafindan etkileyiciye duyulan giiveni ifade etmektedir
(Bhattacharya, 2022).

2.5.Satin Alma Niyeti

[leriki zamanlarda bireylerin iiriinleri satin alma istekliligi olarak ifade edilen satin
alma niyeti (Su vd., 2021) bir iiriine yonelik satin alma egilimidir (Kim vd., 2015).
Bir diger ifadeyle satin alma niyeti, bir satin alma davranisi ger¢eklestirme amactyla
bir markayla ilgili kisisel bir egilimdir (Weismueller vd., 2020). Takipgilerin satin
alma davraniglarini ortaya koyabilmek i¢in satin alma niyetine yonelik egilimlerini
onceden tasarlamak gereklidir (Su vd., 2021). Literatirde var olan bir¢ok
aragtirmada, satin alma davranisin1 6lgmek i¢in dncii olarak degerlendirilen satin
alma niyeti kullanilmaktadir (Pefia-Garcia vd., 2020; Su vd., 2021, Zarei vd., 2019).

Reklam, satin alma niyetlerini harekete gecirmede, tiiketicilerin iiriin 6zelliklerine
iliskin inanglarmi olusturmada ve onlar driinler hakkinda olumlu inanglari
stirdiirmeye ikna etmede gii¢lii bir rol oynamaktadir (Kim vd., 2015). Bu goriisiin
aksine son zamanlarda ise reklam, genglerin satin alma niyetlerini artrmanin etkili
bir yolu olarak goriilmemekte; hatta genglerin ¢ogunlugunun reklamlara karst
olumsuz tutumlar sergiledigini gosteren calismalar ortaya koyulmaktadir (Su vd.,
2021). Giinimiizde tiiketiciler, kisisel bilgileri marka icerigiyle stratejik olarak
paylasan sosyal medya etkileyicilerinden bilgi almayi tercih ettiginden, sosyal medya
araciligiyla marka tanitimlariyla olusan satin alma niyetinin etkisinin, geleneksel dijital
medya reklamlarindan daha fazla oldugu savunulmaktadir (Bhattacharya, 2022).
Sosyal medyadaki etkileyiciler, bir bilginin veya yeni bir iiriiniin belirli 6zel kisilere
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yayilmasini en iist diizeye ¢ikarmak i¢in oldukca 6nemli goriilmektedir. Ayrica, sosyal
medyadaki etkileyiciler, takipgiler igin bir tavsiye kaynagidir. Ciinkii takipgiler, sosyal
medyadaki etkileyicilerin, takipgileri satin almaya tesvik etmek igin kullanilabilecek
bilgi ve uzmanliga sahip oldugunu diistinmektedirler (Su vd., 2021).

Buradan hareketle sosyal medyada satin alma niyeti, bir sosyal medya
etkileyicisinin alan uzmanhigindaki veya takipgilerle iliski kurmadaki bagarisin
yansitabilir. Bu nedenle, iiriinleri sosyal medyada etkileyiciler araciligiyla
tanitmak, takipgilerin satin alma niyetlerinde etkili olmanin yollarindan biridir
(Su vd., 2021). Su vd. (2021) bu dogrultuda takipgilerin satin alma niyetlerinin,
etkileyicilerin sosyal medyadaki basarisi i¢in oldukc¢a biiyiik 6neme sahip
oldugunu savunmaktadir. Son yillarda sosyal ag siteleri, tiiketicilerin satin alma
niyetini etkilemek i¢in firsatlardan yararlanmak isteyen pazarlamacilarin artan
ilgisini ¢ekmeyi bagsarmaktadir (Weismueller vd., 2020).

3.Hipotez Gelistirme ve Arastirma Modeli

Mal ya da hizmetin satin alma niyetine doniisiimiindeki satmn alma onaylari,
cesitli faktdrlerden (Or., miisteri sadakati, miisteri tatmini, miisteri ilgilenimi,
algilanan risk, algilanan giivenilirlik, marka imaji, marka degeri, algilanan kalite
vb.) etkilenebilmektedir. Sosyal medyadaki etkileyiciler, takipgilerin satin alma
niyetlerini etkileyen faktorleri anlamali ve bu durum, etkileyicilerin sosyal medyada
basarili olmasina yardimci olmalidir (Su vd., 2021). Calismanin bu kisminda
homofili, parasosyal etkilesim, algilanan giivenilirlik, satin alma niyeti degiskenleri
arasindaki iliskiler ortaya koyularak ileri siiriilen hipotezler ifadelendirilmistir.

Homofili ve Parasosyal Etkilesim

Sosyal medya platformlari, iiyelerin sosyal ve parasosyal olarak baglant1 kurmasi
icin ortamlar saglamakta; sosyal etkilesimler ve iligkiler karsiliklilik gerektirirken,
parasosyal etkilesimler ve iliskiler ise dogas1 geregi tek taraflidir (Yuksel, 2016).
Takipgiler, parasosyal etkilesim sayesinde tek tarafli bir “arkadaslik™ gelistirdikgce,
sosyal medyadaki etkileyici-takipgi etkilesimi geleneksel agizdan agiza iletisimin
Otesine gegmektedir. Parasosyal etkilesimin yapisi, etkileyicinin ¢ekiciligi,
bilgisi, inanilirlig1, algilanan yakinlhig1 ve tiiketicilere asinalig1 gibi faktorlerden
etkilenmektedir (Bhattacharya, 2022).

Sosyal medya etkileyicileri ile hedef miisteri arasindaki algilanan benzerlikle
parasosyal etkilesim deneyimleri, markalarla giiclii bir 6zdeslesme saglamasi ve
bunun sonucunda da olumlu egilimler olusturmasi beklenmektedir (Yousaf, 2022).
Homofili, deger paylasiminin ve iknanin giiclii bir yonii oldugunu gostererek hem
parasosyal etkilesimi hem de giivenilirligi etkilemektedir (Sokolova ve Kefi,
2019; Zhang vd., 2021).

Tasdelen (2020), satin alma kararlarinda fiziksel ¢ekicilik, sosyal ¢ekicilik, homofili
tutum, uzmanlik, giivenilirlik ve parasosyal etkilesimi dikkate alarak olusturdugu
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aragtirma modelinde; homofili tutum degiskeninin parasosyal iliski ve giivenilirlik
degiskeni tizerindeki etkisini istatistiksel bakimdan anlamli ve pozitif yonlii oldugunu
tespit etmistir. Buna gore, homofili tutum arttik¢a parasosyal iligki ve bir {irline
olan giivenilirlik artmaktadir. Daha 6nceki ¢aligmalara dayanarak (Eyal ve Rubin,
2003; Lee ve Watkins, 2016), homofili sosyal medyada da parasosyal etkilesimin
belirleyicisi olarak kabul edilmektedir (Sokolova ve Kefi, 2019; Tasdelen, 2020;
Zhang vd., 2021). Bu dogrultuda asagidaki hipotez gelistirilmistir:

H: Homofili tutum, sosyal medyada etkileyicilerle kullanmicilar arasindaki
parasosyal etkilesimi pozitif yonde etkiler.

Homofili ve Algilanan Giivenilirlik

Bir tutum olarak homofili, iki birey arasindaki kisilik, diistince, degerler, diger
insanlara davranig big¢imleri ve davranislardaki benzerlikleri ifade etmektedir
(Zhang vd., 2021). Bireylerin kendilerine benzeyenlerle bag kurma derecesi
olarak tanimlanan homofili tutumu, 6zellikle sosyal ag ¢alismalarinda kisilerarasi
iletigsimleri ve etki temelliiliski kaliplarini agiklayici bir faktor olarak goriilmektedir
(Sokolova ve Kefi, 2019). Yapilan caligmalar, insanlarin “benzer diisiinen
insanlarla” iligki kurma egilimlerinin daha yiiksek oldugunu gostermektedir
(Zhang vd., 2021). Homofili bir tutum olarak, etkileyici ve takipg¢i arasindaki
degerler agisindan benzerliklerin algilanmasini ifade ettigi i¢in gilivenilirligin
belirleyici bir unsuru olarak degerlendirilmektedir (Sokolova ve Kefi, 2019). Bu
nedenle, Sokolova ve Kefi, (2019), homofili tutumun, etkileyenin giivenilirligiyle
olumlu bir sekilde iliskili olacagini savunmaktadir (Sokolova ve Kefi, 2019). Bu
goriiglerden hareketle asagidaki hipotez gelistirilmistir:

H,: Homofili tutum, sosyal medya etkileyicilerinin algilanan giivenilirligini pozitif
yonde etkiler.

Parasosyal Etkilesim ve Satin Alma Niyeti

Glinlimiizde sosyal medya, bir¢ok kurulusun yararlandigi, agizdan agiza
igerigi yaymanin yeni yolu olarak degerlendirilmektedir. Bu durumda, sosyal
medyanin satin alma niyetini ve marka olusturmay1 etkiledigi goriilmektedir.
Parasosyal etkilesim, marka olusturma, halkla iliskiler ve reklamcilik i¢in bir
arag olarak kullanilmaktadir (Rasmussen, 2018). Bir sosyal medya etkileyicisi
YouTube, Twitter ve Instagram gibi sosyal medya kanallarinda ilgi veya
uzmanlik alanlariyla (6r., fitness, yemek, oyun vb.) iliskili igerik olusturarak
paylasim yapabilir. Belirli bir alana ilgi duyan bireyler veya tiiketiciler, en
son haberleri ve trendleri izlemek icin etkileyicileri takip edebilir ve onlarla
etkilesim kurabilir. Boylece, etkileyiciler, bu tiir etkileyicilerle iligki kurmasi
gereken ilgili marka pazarlamacilarinin ilgisini ¢cekmek i¢in yeterince biiyiik,
ilgili ve giivenilir bir toplulugun merkezinde bulunabilir (Weismueller vd.,
2020).
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Sokolova ve Kefi (2019) yaptiklari ¢alismada, hem giivenilirligin hem de parasosyal
etkilesimin takipgilerin satin alma niyetlerinde etkili oldugu sonucuna ulagmislardir.
Bu durum bir takipginin bir tirlin{i satin almaya niyetlendiginde, hem duygusal hem
de igsellestirme siireglerinden gectigi anlamina gelmektedir. Su vd. (2021) yaptiklar
aragtirmada ise kisilerarasi etkilesimin, sosyal medyadaki etkileyiciler ve takipgiler
arasindaki parasosyal iligkileri nasil gelistirdigini ve bu tiir parasosyal iliskilerin,
takipgilerin devam etme niyetini nasil etkiledigini incelemislerdir. Bu dogrultuda,
sonuglar bilgi etkisinin ve algilanan giivenilirligin parasosyal etkilesim ile satin
alma niyetleri arasindaki iliskiyi giiclendirdigini gostermektedir.

Benzer dogrultuda Djafarova ve Rushworth (2017)’1n yaptiklari arastirmanin
bulgulari, kadin kullanicilarin satin alma davranislarinda instagram fenomenlerinin
etkisinin oldugunu gostermektedir. Chen vd. (2021) yaptiklart ¢aligmanin
sonucunda, Cinli tiiketicilerin sosyal medyada bir etkileyiciyi takip ettiklerinde,
etkileyicinin bakis acis1 veya davranigsal niyetiyle 6zdeslesmelerini igsellestiren
hayali bir iliski baslatarak etkileyiciyle tanisma egiliminde olduklarmi ortaya
koymuslardir. Cinli tiiketiciler, parasosyal 6zdeslesmenin bir sonucu olarak
markali icerikle etkilesimlerini artirmakta ve buna karsilik, etkileyiciler
tarafindan tesvik edilen markali icerige yonelik giiveni ve tutumu olumlu yonde
etkilemektedir (Chen vd., 2021). Sosyal medya gibi igerik agisindan zengin
dinamik platformlar, etkileyicilerin yalnizca tiiketicilerin dikkatini ¢ekebilecek
giivenilir bilgi kaynaklar1 olarak degil, aym1 zamanda istikrarli sosyal bilgi
kaynaklari olarak da algilandigini ima ederek, onlar1 marka odakli faaliyetlere ve
deneyimlere yonlendirebilmektedir (Chen vd., 2021).

Parasosyal etkilesimin yalnizca markalar ve medya personeli ile etkilesimlerle
degil, sosyal medya platformlarindaki kisisel hesaplar araciligiyla da ortaya
¢iktigini savunan Yuksel (2016), sosyal medya platformlari araciligiyla parasosyal
etkilesimin tiiketicileri; bilissel, duygusal ve davranissal olarak etkiledigini ortaya
koymustur. Ayn1 zamanda medya kullanicisi olan bir¢ok tiiketici igin parasosyal
iligkiler, tutum ve davranislarini sekillendirebilen sosyal diinyalarinin 6nemli bir
parcasidir. Giiglii ve devamli kaydedilen parasosyal iligkiler, tiiketicilerin marka
degerlendirmeleri iizerinde 6nemli etki kaynaklaridir (Liu vd., 2019).

Akdeniz ve Uyar (2021), yaptiklari calisma sonucunda, sosyal ve fiziksel ¢ekicilik,
uzmanlik, giivenilirlik ve benzerlik unsurlarinin sosyal medya fenomeniyle olan
parasosyal etkilesimde, sosyal medya fenomeniyle kurulan parasosyal etkilesim
diizeyinin ise takipginin satin alma niyeti iizerinde anlamli bir etkisinin oldugunu
ortaya koymuslardir. Bir diger ¢alismada kaynak giivenilirligini iinlii giivenilirligi
olarak degerlendiren Ozer (2022), iinliilerle kurulan parasosyal iliski ve benlik-
iinlii baglantisindaki rolii ve tiim bunlarin tiiketici satin alma niyetindeki etkisini
Olemiistlir. Caligmanin sonucunda, cekicilik, uzmanlik ve giivenilirligin tinli
benlik baglantis1 ve parasosyal etkilesimde anlamli etkilerine ulasirken, tinlii
benlik baglantis1 ve parasosyal etkilesimin satin alma niyetine olan etkisini de
tespit etmistir. Televizyon programlarinda iirlin yerlestirme kullaniminin gesitli
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sonuglarini ortaya koyan ¢aligmalariyla Akinct ve Cakir (2017) ise parasosyal
etkilesim diizeylerinin yerlestirilen iiriin ya da marka konusunda satin alma niyet
ve davraniginda etkili oldugu bulgusuna ulagsmislardir.

Canoglu vd. (2021), video bloggerlarla kurulan parasosyal etkilesim tizerinde
etkisi olan faktorleri ortaya koymak i¢in, parasosyal etkilesimin markaya iligkin
tutumdaki etkisini ve markaya yonelik tutumun satin alma niyeti {izerindeki
etkisini ortaya koymak amaciyla yaptiklar1 aragtirmanin sonucunda, parasosyal
etkilesim iizerinde etkisi bulunan unsurlarin; fiziksel ¢ekicilik, sosyal ¢ekicilik,
eglence giidiisii ve iligki kurma giidiisii oldugunu tespit etmislerdir. Bu degiskenler
arasinda ise parasosyal etkilesim lizerinde en fazla etkiyi eglence giidiisiiniin
sagladigi tespit edilmistir. Ayrica parasosyal etkilesimin markaya yonelik tutumda
ve markaya yonelik tutumun satin alma niyeti iizerinde anlamli etkisinin oldugu
bulgusuna ulagsmislardir.

Cevrimigi etkileyiciler, sosyal medya faaliyetleri araciligiyla izleyicilerin tutumlarini,
kararlarini ve davraniglarini belirli 6l¢tide etkileyebilmektedir (Tsen ve Cheng, 2021).
Takipei, etkileyiciye bir yakinlik hissedebilir ve parasosyal etkilesim agisindan ifade
edilen ve kavramsallastirilan bu algilanan yakinlik nedeniyle satin alma niyetinin
bir Onciilii olarak bir iiriin satin alabilir (Kim vd., 2015; Lee ve Watkins, 2016;
Sokolova ve Kefi, 2019). Yapilan aragtirmalar, parasosyal etkilesimleri, tiiketicilerin
sosyal medya ortamlarinda satin alma niyetlerini etkileyen dnemli bir faktor olarak
tanimlamistir (Akdeniz ve Uyar, 2021; Bi ve Zhang, 2022; Kim vd., 2015; Lee ve
Lee, 2022; Lin vd., 2021; Su vd., 2021).

Parasosyal etkilesimin bir markanin tiiketici degerlendirmesini yani markaya
yonelik satin alma niyetini nasil etkileyebilecegine iliskin teorik bilgileri test
etmek icin asagidaki hipotez olusturulmustur:

H: Parasosyal etkilesim, tiiketicilerin satin alma niyetini pozitif yonde etkiler.
Algilanan Giivenilirlik ve Satin Alma Niyeti

Satin alma karar siireclerinde tiiketiciler, c¢esitli alternatifleri degerlendirip
karsilastirirlar.  Bu asamada iiriin degerlendirmelerinde miisteri giivenini
yakalamak, satin alma niyetinin 6nemli bir belirleyicisi olmaktadir (Lee ve
Lee, 2022). Yapilan arastirmalara gore internet tizerindeki takipgilerin yaklagik
yarisi, sosyal medyadaki satin alma kararlar i¢in referans olarak etkileyicilerin
tavsiyelerine baglhdir. Bu durum, takipgilerin sosyal medyadaki etkileyicilere
yeterince giiven duymasi durumunda satin alma olasiligini artirdigr anlamina
gelmektedir (Su vd., 2021).

Tiiketiciler, sosyal medya etkileyicilerini giivenilir olarak algiladiklarinda, {irtini
satin alma niyetinde olma olasiliklar1 daha yiiksek diizeyde olacaktir. Bunun
nedeni belki de tiiketicilerin, karar verme siirecinde iiriin onaymin degerini,
kullanimlar1 esnasinda degerlendirmek i¢in bir etkileyicinin giivenilirligine iliskin
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genel bir degerlendirme olusturmalaridir. Bu siireg, kullanicilara degerli ve dogru
bilgileri iletme konusunda giivenilip giivenilemeyecegini ve bir iiriinle ilgili
uygun deneyime veya genel uzmanliga sahip olmalariin beklenip beklenmedigini
icerebilir. Etkileyenler giivenilir olarak goriildiiglinde, bir {irlin onaymin tiiketici
icin daha yiiksek bir degeri olmasi muhtemeldir ve bu da satin alma niyetini
artiracaktir (Weismueller vd., 2020). Su vd. (2021) digerlerine gore daha yiiksek
diizeylerde hissedilen algilanan giivenilirlik, takipgilerin sosyal medyadaki
etkileyicileri glivenilir olarak gérmelerini saglamakta ve bu da takipgileri daha
fazla satin alma yoniinde motive etmektedir. Ayni sekilde, algilanan giivenilirlik,
takipcilerin trlinleri satin alma niyetini artiran giivenilirlik ve uzmanlig: ifade
etmektedir. Takipgiler, ne kadar ¢ok giivenilirlik algilarsa, o kadar az risk ve
maliyet hissetmektedirler. Giivenilir bir kaynak, tiiketicilerce uzman ve gergek
olarak algilanir ve ikna giiglerini artirir, bu da tiiketicilerin hem tutum hem de
davranis degisiklikleriyle sonuglanir (Bi ve Zhang, 2022).

Bagka bir deyisle, daha yiiksek algilanan giivenilirlik, takipgilerin iirtinlerden
beklenen faydasini yogunlastirarak satin alma niyetinin giiclenmesini
saglamaktadir (Su vd., 2021). Bi ve Zhang (2022) etkileyici giivenilirliginin
satin alma niyetine anlaml etkisinin oldugunu ileri siirdiikleri ¢alismalarinda,
kullanici tarafindan olusturulan igerigin kaynak giivenilirliginin bireylerin tiriinii
benimsemeleri izerinde dogrudan bir etkisi oldugunu ortaya koymuslardir. Benzer
dogrultuda Weismueller vd. (2020) de kaynak giivenilirliginin, sosyal medyada
tiikketici satin alma davranislarina olan etkisine anlamli bir sekilde ulagmustir.
Giivenilir bir kanaldan gergeklestirilen bir yonlendirme, satin alma niyeti de dahil
olmak {izere alicilarin tutum ve davranislarini olumlu yonde etkileyebilmede 6n
plandadir (Bhattacharya, 2022). Parasosyal etkilesimlere ek olarak, algilanan
giivenilirlik, sosyal medyada etkileyicilere iliskin olumlu bir algi saglayarak
takipgilerle etkili bir sekilde dnemli iliskiler yaratabilmektedir (Su vd., 2021).
Bir ¢evrimig¢i etkileyicisinin giivenilirliginin satin alma niyetini etkilemede ¢ok
onemli bir rol oynadig1 yapilan ¢aligmalarda ortaya koyulmustur (Bi ve Zhang,
2022; Lee ve Lee, 2022; Su vd., 2021; Weismueller vd., 2020). Bu dogrultuda
asagida sunulan hipotez olusturulmustur:

H ; Algilanan giivenilirlik, tiiketicilerin satin alma niyetini pozitif yonde etkiler.
Parasosyal Etkilesim ve Algilanan Giivenilirlik

Pazarlama iletisim araci olarak kullanilan sosyal aglarda, kaynak giivenilirligine
iliskin alanda bir bosluk bulunmaktadir. Bu durum 6zellikle hizli bir biiyiime ve
potansiyel olarak isletmeler i¢in biiyiikk 6nem tasiyabilecek olan instagram igin
de gecerlidir (Djafarova ve Rushworth, 2017). Youtube’da yasanan parasosyal
etkilesimin etkileyici glivenilirligini anlamli bir sekilde etkiledigini ortaya koyan Bi
ve Zhang (2022), algilanan kaynak giivenilirliginin, bireylerin bir onaya iligkin olarak
hedefe yonelik siire¢ gézden gegirildiginde, {irlin kararlariin sonuglarini etkileyen
ve hatta belirleyen parasosyal etkilesim ile iligkili oldugunu ileri stirmektedirler.
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Tiiketiciler, fikirlerini begendikleri, beraber iyi vakit gegirdikleri ve
degerlendirmelerini merakla bekledikleri sosyal medya iinliilerini yakin bir
arkadaglar1 gibi gordiiklerinde, onlarin oOnerdikleri tirlinlere yonelik satin
alma niyetleri artmaktadir. Bunun en 6nemli nedenlerinden birisi sevdikleri ve
yakinen takip ettikleri sosyal medya iinliilerine giiven duymalaridir (Karatas
vd., 2022). Kullanicilar ve bir etkileyici arasindaki daha yiliksek bir parasosyal
etkilesim seviyesinin, tiikketicinin etkileyiciye daha fazla giivenmesini saglayacagi
diistinilmektedir (Bi ve Zhang, 2022; Lin vd., 2021). Bu 6nermeyi dogrulamak
icin asagidaki hipotez gelistirilmistir:

H : Sosyal medyada etkileyiciler ve kullanicilar arasindaki parasosyal etkilesim,
algilanan giivenilirligi pozitif yonde etkiler.

Aragtirma hipotezlerine dayanarak test edilmesi planlanan, onerilen kavramsal
model Sekil 1’de gosterilmistir.

Parasosyal
Etkilesim

Satin Alma
Niyeti

H, v

Algilanan
Giivenilirlik

Sekil 1. Arastirma Modeli
4.Metodoloji
4.1.0rneklemin Belirlenmesi ve Uygulama

Aragtirmanmn  ana  kiitlesi, Diizce Universitesi Isletme Fakiiltesi
ogrencilerinden olusmaktadir. S6z konusu ana kiitle igerisinden 6rneklem
tespitine gidilmistir. Universite dgrencilerinin toplum igerisinde ¢ogunlukla en
yogun sosyal medya sitesi kullanimina sahip grup oldugu goriisiinden hareketle,
ilgili grubun arastirma icin uygun bir Omeklem oldugu diisiiniilmektedir.
Ozellikle Z kusaginda parasosyal etkilesimin, giivenilirligin saglanmasinda olan
etkisinin daha yiiksek olduguna iliskin bulgu aragtirmalarda ortaya koyulmaktadir
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(Sokolova ve Kefi, 2019). Bu dogrultuda da ¢alismanin ana kiitlesi olarak segilen
ve Z kusagini temsil eden grubun, ilgili degiskenler i¢in daha agiklayici oldugu
diistintilmektedir.

Aragtirma kapsaminda ileri stiriilen hipotezler, anket araciligiyla kolayda
orneklemle toplanan veri setiyle test edilmistir. Hedeflenen ana kiitleden
belirlenecek olan 6rneklem biiyiikliigii i¢in Sekaran ve Bougie (2016)’nin 1 milyon
ve lizeri ana kiitlenin temsili amaciyla onerdikleri ve literatiirde ¢ogu zaman
kabul alan 6rneklem biiyiikliik sayis1 384°tiir. Orneklem tespitine yonelik diger
bir goriise gore, ¢ok degiskenli bir aragtirmada 6rneklem biiyiikligii, arastirma
kapsaminda incelenen degiskenlere ait faktdr sayisinin tercihen 10 kat1 veya daha
fazlast olmalidir (Biiyiikoztiirk, 2002; Kline, 2011). Buradan hareketle hesap
edildiginde ise, dort degiskene ait on dort maddeyle yeterli goriilen 6rneklem
biiytikligli 14*10=140 olarak teyit edilmistir.

Ulasilan toplam 408 cevaplanan anketten, 14’1 katilimcilarin bazi ifadeleri
cevapsiz birakmalart nedeniyle veri dosyasindan ¢ikartilmistir. Sonug
itibariyle, arastirmanin analizleri 394 katilimcidan elde edilen veri ile
gerceklestirilmistir.

4.2.0lcekler ve Anket Formunun Olusturulmasi

Aragtirma modeli kapsaminda olusturulan yapilar1 test etmek amaciyla, bu
calismada kullanilan tiim Glgekler pazarlama literatiiriinde var olan daha once
gecerliligi/giivenilirligi test edilen oOlgeklerden uyarlanmistir. Bu kapsamda
arastirmada; parasosyal etkilesimin 6l¢iimiinde yedi ifadeden olusan Liu vd.
(2019)’nin, algilanan giivenilirligin 6l¢iimiinde ti¢ ifadeli Su vd. (2021)’nin,
homofilinin 6lgtimiinde iki ifadeden olusan Sokolova ve Kefi (2020)’nin ve
satin alma niyetinin Ol¢iimiinde yine iki ifadeli Sokolova ve Kefi (2020)’nin
calismalarindan uyarlanan her biri tek boyutlu o6l¢ekler kullanilmistir. Tiim
ifadelerin Olgiimiinde 5°li Likert Tipi Olgegin (1-Kesinlikle Katilmiyorum,
5-Kesinlikle Katiliyorum) kullanimi tercih edilmistir.

Bir 6l¢egin ana dilinden farkl bir dile ¢evirisi gergeklestirilirken, Brislin (1970)’in
onerdigi 6lcek uyarlama teknigi uygulanmistir. Bu dogrultuda Ingilizce olarak
tasarlanan anket, daha sonra geviri-geri ¢eviri yontemiyle Tiirk¢eye ¢evrilmistir.
S6z konusu adaptasyon siirecinde alaninda uzman 6gretim iiyelerinden adaptasyon
stirecinde destek alinmistir. Her bir dlgege iliskin ifadelerin anlagilirliginin ortaya
koyulabilmesi i¢in otuz katilimeinin olusturdugu drnekleme 6n test uygulanmistir.
Takiben, ulasilan sonuglarla birlikte ifadelerde revizyona gidilerek anket formuna
son hali verilmistir.

Veri toplama asamasina gegilmeden 6nce Diizce Universitesi Etik Kurulundan gerekli
uygulama izni i¢in onay alinmstir (Karar No: 2023/171). Anketin uygulama agsamasina
gecildiginde ise, anketin baslangicinda katilimcilardan kendilerini etkileyen bir sosyal
medya fenomenini diisiinerek secenekleri degerlendirmeleri talep edilmistir.
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5.Analiz ve Bulgular

Aragtirma kapsaminda ulagilan veri seti analizinde IBM SPSS Statistics 22.0
ve Amos 23.0 paket programlart kullanilmistir. Arastirmani modeli, Anderson
ve Gerbing (1988) goriisleri dogrultusunda iki asamali analiz yontemiyle test
edilmistir. S6z konusu agsamalardan ilkinde, 61¢iim modelinde kullanilan dl¢eklerin
gecerlilik ve glivenilirlikleri test edilmistir. Ardindan 6ne stiriilen hipotezlerle test
edilen modeldeki degiskenler arasindaki iliskiler analiz edilmistir.

5.1.0rneklem Ozellikleri

394 katilimcidan elde edilen veri analiz edildiginde, cevaplayicilarin cinsiyet
dagilimi [(214 Kadin %54,3), (180 Erkek %45,7)] ortaya koyulmustur.
Katilimcilara “Hangi sosyal medya platformunu en ¢ok kullantyorsunuz?”
sorusu yoOneltilmistir. “Facebook, Instagram, Twitter, Youtube, Tiktok,
Pinterest, Diger...” seklinde cevaplarint bir ya da birka¢inmi isaretlemeleri
istenmistir. Analiz sonrasinda en ¢ok Instagram cevabiyla karsilasilirken
(%47,5), Instagram ile beraber Youtube ve Twitter da yine c¢ogunlugun
cevabina dahil olmustur.

5.2. Cevaplarin Bagimsizlik Kontrolii Testi

Aragtirma kapsaminda uygulanan ankete iliskin olarak Likert tipi 5’li 6l¢ekteki
ifadelere ankete katilanlarin katilim diizeylerinin birbirinden ay1rt edilip edilmedigi
testinin gergeklestirilmesi gereklidir.” seklinde degistirilerek gerekli diizeltme
yapilmustir. Ornek olarak, bir ankette “Kesinlikle Katilmiyorum, Katilmiyorum,
Ne Katiliyorum Ne Katilmiyorum, Katiliyorum, Kesinlikle Katiliyorum” gibi
katilim diizeyleri varsa, katilimcinin bu segenekleri ne derece birbirinden bagimsiz
degerlendirebildigini ortaya koyabilmek i¢in cevaplarin bagimsizlik kontrolii testi
olarak nitelendirilen parametrik olmayan ki-kare analizi yapilmahdir (Kavak,
2017). Buanalizin gergeklestirilmesinin ardindan, elde edilen ki-kare ¢iktilarinda p
degerinin 0,000 olmasi istenen durumdur (Kavak, 2017). Katilimcilarin segcenekler
arasindaki farki anlayip anlamadiklarini test etmek maksadiyla uygulanan ki-kare
analizi neticesinde, arastirmada yer alan tiim ifadelerde segceneklerin birbirinden
anlamli diizeyde farkli anlasildigi, soyle ki Olciilmek istenenin katilimcilarca
dogru bir sekilde anlasildigi sonucuna ulasilmistir.

5.3. Ortak Yontem Sapma Analizi

Arastirmada yer alan bagimli ve bagimsiz degiskenlerin esanli bir sekilde ayni
anket formunda toplanan veriyle dl¢lilmesi, degiskenler arasinda hatali iligkilerin
meydana gelmesine ve ortak yontem sapma sorununa sebep olabilecegine iliskin
goriigler bulunmaktadir. Davranigsal degiskenler s6z konusu oldugunda bu duruma
daha fazla dikkat c¢ekilmektedir (Podsakoff vd., 2003). Arastirmada parasosyal
etkilesim, homofili, algilanan giivenilirlik ve satin alma niyeti degiskenlerinin
ayni anket formunda, ayn1 katilimcilar tarafindan es zamanli olarak cevaplanmasi
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sebebiyle ortak yontem yanhiligi olasiligi géz oniinde bulundurulmalidir. Bu
sapmaya iliskin olasiligin ortadan kaldirilabilmesi i¢in Harman’in tek faktor testi
uygulanmalidir (Podsakoft vd., 2003).

llgili analiz dogrultusunda, tek boyut altinda agiklanan varyansin orani
%44,662°dir (KMO:0,886, p<0,000). Ulasilan sonucun Podsakoff ve Organ (1986)
tarafindan Onerilen siir degerin %50’nin altinda oldugu bulgusuna ulasilmistir.
Gergeklestirilen analiz ile ortak yontem sapma sorununun bu arastirma igin bir
tehdit olmadig1 sonucuna varilmistir.

5.4. Normallik Testi

Aragtirma kapsaminda toplanan veri setini analize hazirlama asamasinda
faydalanilan ve istatistiki analiz i¢in uygun olup olmadigimi ortaya gikaran
kriterlerden biri de verinin dagilimidir (Kavak, 2017). Normal dagilimin olup
olmadigina iliskin carpiklik ve basiklik katsayilar1 irdelenmelidir. Degiskenlere
ait maddelerin ¢arpiklik ve basiklik degerlerinin +1,0 ile -1,0 arasinda deger aldig1
ortaya koyulursa dagilimin normal oldugu kabul edilmektedir (Hair vd., 2014).
[lgili analiz gerceklestirildikten sonra tiim degerlerin s6z konusu aralikta oldugu
dolayistyla dagilimin da normal dagilim oldugu sonucuna ulagilmistr.

Parasosyal Etkilesim, Homofili, Algilanan Giivenilirlik ve Satin Alma Niyeti
degiskenlerinin ortalamasi, standart sapmast, ¢arpiklik ve basiklik degerleri Tablo
1’de sunulmaktadir.

Tablo 1. Olgekler i¢in Tanimlayici Istatistikler

Ort. S.S. Carpikhk Basikhik
= PSEI 3,09 1,047 -347 -,651
S PSE2 3,47 1,061 -,807 -,027
= PSE3 2,72 1,089 ,108 -784
3 PSE4 2,53 1,068 279 -,891
2 PSE5 3,60 1,131 -,869 -,005
[%2]

g PSE6 3,56 0,964 -816 112
< PSE7 3,13 1,143 173 -,987
B HOM]I 3,30 0,916 -,580 -393
s 5

S HOM? 2,97 0,958 -143 -,469
g S AGUVI 3,22 1,039 -512 -442
S
§J S AGUV2 331 1,010 -612 -416
= S
T3 AGUV3 3,01 0,961 171 -,428
s s R SANI 2,95 1,148 -,280 -,865
§52
v =g

SAN2 2,86 1,148 -,074 -1,033
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5.5. Korelasyon Analizi

Faktor analizi gerceklestirilmeden Once degiskenler arasindaki korelasyon
diizeylerinin anlamli olup olmadigi kontrol edilmeli ve korelasyon degerlerinin
0,30’dan yiiksek olmasi gerekmektedir (Coskun vd., 2015). Bu dogrultuda 6ne
stiriilen hipotezlerin testi i¢in parasosyal etkilesim, homofili, algilanan giivenilirlik
ve satin alma niyeti degiskenlerinin arasindaki iliskiyi ve bu iliskinin yoniini
inceleyebilmek i¢in Pearson korelasyon analizi yapilmistir.

Parasosyal etkilesim ile algilanan giivenilirlik arasindaki korelasyon 0,733;
parasosyal etkilesim ile homofili arasindaki korelasyon 0,530; parasosyal
etkilesim ile satin alma niyeti arasindaki korelasyon 0,484; algilanan giivenilirlik
ile homofili arasindaki korelasyon 0,632; algilanan giivenilirlik ile satin alma
niyeti arasindaki korelasyon 0,450 ve homofili ile satin alma niyeti arasindaki
korelasyon 0,384 olarak bulunmus olup; tiim bulgularin anlamli oldugu sonucuna
varilmistir.

5.6.Giivenilirlik Analizi

Tiim faktorlere ait maddelerin tutarliligini 6l¢mek amaciyla uygulanan giivenilirlik
analizinde, degerlerin 0,70’ten yiiksek olmas1 durumunda i¢ tutarliligin saglandig
savunulmaktadir (Nunnally ve Bernstein, 1994). Arastirma kapsaminda kullanilan
Olceklerin i¢ tutarliliklari, parasosyal etkilesim 0,867; homofili 0,702; algilanan
giivenilirlik 0,707 ve satin alma niyeti 0,834 olarak elde edilmis olup, tiim
degerler 0,70 sinir degerinin iizerinde olusmustur. Bu dogrultuda olceklerin
giivenilirliklerinin yiiksek oldugu tespit edilmistir.

5.7. Aciklayic1 Faktor Analizi

Aragtirmaya konu olan Olg¢eklerin gegerliligini ve tek boyutlulugunu ortaya
koyabilmek amaciyla Agiklayici Faktdr Analizi (AFA) gergeklestirilmistir. Elde
edilen bulgular Tablo 2’de sunulmaktadir.
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Tablo 2. Agiklayici Faktor Analizi Sonuglart
) . Faktor Oz Acikla- Cron-
Faktorler Ifadeler . . nan bach’s
Yiikii Deger
Varyans Alpha(a)
Sectigim sosyal medya fenomeninin
. 0,802
paylasimlarini merakla beklerim.
Sectigim sosyal medya fenomenini ken-
di sayfas1 disinda bagka bir programda 0,787
gOriirsem yine izlemek isterim.
Sectigim sosyal medya fenomenini
izledigimde kendimi onun grubunun bir 0,757
pargast olarak hissediyorum. 3,806  %55,663
o 1 f i eski
Parasosyal S.ectlglm sosya r.ne.d}fa enor.nenlnl eski 0.744
. bir dostummusg gibi hissederim. 0,867
Etkilesim e .
Sectigim sosyal medya fenomeniyle
. . 0,731
sahsen tanigmak isterdim.
Sectigim sosyal medya fenomeni hak-
kinda bagka bir yerde haber varsa onun- 0,698
la ilgilenirim.
Sectigim sosyal medya fenomeniyle bir
araya gelsem arkadasimla birlikteymi- 0,697
sim gibi hissederim.
KMO:0,850, Bartlett Kiiresellik Testi: Ki-kare=1211,946, sd=21, p<0,001
Sectigim sosyal medya fenomeni gibi
diisiindiiglim birgok konu bulunmak- 0,827 0,702
tadir.
1 0
Homofili  Sectigim sosyal medya fenomeninin ,367 468,365
benim bagli oldugum degerlere bagl 0,827
oldugunu diisiiniiyorum.
KMO:0,500, Bartlett Kiiresellik Testi: Ki-kare=56,739, sd=1, p<0,001
Sectigim sosyal medya fenomenine 0.863
kendimi benzettigim yonlerim oluyor. ’
Alglanan  Sectigim sosyal medya fenomeniyle
L o o 0,814 1,900  %63.343 0,707
Giiveni- kolayca kendimi 6zdeslestirebilirim.
lirlik Sectigim sosyal medya fenomeniyle
o o 0,702
kolayca kendimi 6zdeslestirebilirim.
KMO:0,624, Bartlett Kiiresellik Testi: Ki-kare=247,165, sd=3, p<0,001
Sectigim sosyal medya fenomeni ta-
rafindan tanitilan tiriinleri, satin alaca- 0,926
gim-aliyorum.
Sectigim sosyal medya fenomeni tara- 1,715 %85,739 0,834
Satin Alma fmdan tanitilan urunler.l, .yakmn.ndakl 0.926
L. insanlarin satin almasi igin tesvik ede-
Niyeti

cegim.

KMO:0,500, Bartlett Kiiresellik Testi: Ki-kare=280,002, sd=1, p<0,001
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Tablo 2’den goriildiigli {izere arastirma kapsaminda yer alan tiim faktorlere ait
faktor yiikleri 0,60 ve lizeri degerlerde elde edildigi i¢in “yliksek™ oldugu yoniinde
degerlendirilmektedir (Biiyiikoztiirk, 2002). Olgeklere iliskin Kaiser-Meyer-Olkin
testi (KMO) analiz sonucu degerlendirildiginde ise 0,50 ve tizerinde degerler aldig
tespit edilmis olup sonuglarm yine faktor analizine uygun oldugu ortaya koyulmustur
(Kaiser, 1974). Analiz kapsaminda hesaplanan 6z degerler, 1 ve iizeri degerde
bulunduklarmda sonuglar tek faktdr tarafindan aciklandigimni isaret etmektedir.
Aciklanan varyans degerleri ise %50’den biiytlik olarak elde edilerek dlgeklerin tek
boyutlu oldugu tespit edilmistir (Cokluk vd., 2014). Gergeklestirilen Bartlett Kiiresellik
test sonuglari ise ana kiitle igerisindeki degiskenler arasinda iliski olup olmadiginin
degerlendirilmesine iliskindir. ilgili test sonucunun anlamli olmasi (p degeri <0,01);
Olgekte var olan ifadeler arasinda korelasyon iliskilerinin faktor analizi i¢in uygun
olduguna yonelik (Giirbiiz ve Sahin, 2016) olup; sonuglar anlamli bulunmustur. Bu
dogrultuda tiim sonuglar degerlendirildiginde; elde edilen bulgularin anlamli olmasi
iizerine veri setinin dogrulayici faktor analizine uygun oldugu ortaya koyulmustur.

5.8. Dogrulayici Faktor Analizi

Aragtirma dogrultusunda One siiriilen hipotezlerin testine ge¢meden Once
degiskenlerin tiimiine Dogrulayici Faktdr Analizi (DFA) yapilmistir. DFA,
veri setinin temelindeki yapiyr degerlendiren AFA’nin uzantisi seklinde
nitelendirilmektedir. DFA, ilgili faktorler arasinda yeterli diizeyde iliskinin olup
olmadiginin, hangi faktorlerin birbirleriyle iligkilerinin oldugunun, faktdrlerin
birbirlerinden bagimsiz olup olmadiginin ve faktorlerin modeli agiklayabilmekteki
yeterliliklerinin testi i¢in uygulanmaktadir (Erkorkmaz vd., 2013). Bu dogrultuda
yapilan DFA sonuglar1 Tablo 3’te gdsterilmektedir.

Tablo 3. Dogrulayic1 Faktor Analizi Sonuglar

Ortiik Gozlenen Degisken- Standartlagtirinmis — Standart

Degiskenler ler p Degerleri Hata ! p
s PSEI* - - -
S PSE2 0,693 0,082 12,391 *xx
S PSE3 0,718 0,085 11,768 #*x
3 PSE4 0,600 0,083 10,698
g PSES 0,771 0,089 13,572 *xx
S PSE6 0,700 0,075 12,479  #*x
< PSE7 0,636 0,090 11,319 #xx
4 &= HOMI* - - -
T ER HOM? 0,678 0,145 9,100
.55 AGUVI* - - -
S § § AGUV2 0,634 0,088 10,792 *xx
AGUV3 0,629 0,091 10,683
S S SANI* . . -
§S2%
S < SAN2 0,845 0,081 12269

*Regresyon katsayis1 1’e sabitlenmis referans degiskendir.
***p degerleri <0,01
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Yapisal Esitlik Modellemesi gergeklestirilirken yaygin olarak incelenen
indekslerin; genel model uyumu i¢in ki-kare uyum testi (Chi-Square-Goodness
of Fit, ¥2), karsilastirmali uyum indeksleri olarak nitelenen normlastirilmisg
uyum indeksi (Normed Fit Index-NFI), artirmali uyum indeksi (Incremental Fit
IndexIFI), karsilagtirmali uyum indeksi (Comparative Fit Index-CFI) ve yaklasik
hatalarin ortalama karekokii (Root Mean Square Error of Approximation-
RMSEA) degerlerine bakilir. Ardindan mutlak uyum indekslerinden olan iyilik
uyum indeksi (Goodness of Fit Index-GFI) ve diizeltilmis iyilik uyum indeksi
(Adjustment Goodness of Fit Index- AGFI) degerleri ve artik temelli uyum
indeksi (Root Mean Square Residual, RMR) incelenir (Meydan ve Sesen, 2015).
Literatiirde iyi uyum ve kabul edilebilir uyum 1iyiligi indekslerine ait degerler ve
DFA sonrasi ulagilan uyum iyiligi degerleri ise Tablo 4°te gdsterilmektedir.

Tablo 4. DFA Sonucu Uyum lyiligi Indeksleri

Genel
M‘;’:ii ! Karsilastirmalt Uyum Mutlak Uyum Artik Temelli
Indeksleri Indeksleri Uyum Indeksi
Uyumu
x2/sd RMSEA  NFI  CFI IFI  AGFI GFI RMR
Iyi Upum <3 <0,05 >0,95 20,97 20,95 2090 >0,90 <0,05
Kabul
o g ere 0,94- 0,94-  0,89- 0,89-
- - > -
Edilebilir <4-5 0,06-0,08 0,90 >0,95 0,90 0,85 0.85 0,06-0,08
Uyum
Elde
Edilen 3703 0083 0906 0958 0929 0873 0919 0,066
Uyum
Degerleri

*Meydan ve Sesen (2015)

Tablo 3 ve Tablo 4 birlikte degerlendirildiginde, gozlenen degiskenlere ait
standartlastirilmis B degerleri, standart hata degerleri, t degerleri (t>2,576),
p degerleri (p<0,01) ve ulasilan model uyum iyiligi indeksleri modelin kabul
edilebilir uyum ve iyi uyum diizeyinde olduguna isaret eden degerlerdir.

Aragtirmada kullanilan 6lgeklerin gegerlilik ve giivenilirlik analizleri yapildiktan sonra,
yapisal esitlik modellemesine gegilmeden once yapr gegerlilik ve yapi giivenilirlik
analizleri de gergeklestirilmelidir. Ortiik degiskene yiiklenen gézlenen degiskenleri,
icsel giivenilirliklerinin belirlenmesi i¢in yap1 giivenilirligi degerlerinin 0,70 ya
da daha yiiksek diizeylerde elde edilmelidir. Diger yandan yap1 gegerliligi sartinin
saglanabilmesi icin ise birlesme ve ayrim gecerliligi sonuclart degerlendirilmelidir.
Birlesme gecerliligi i¢in de Ortalama Aciklanan Varyans (AVE) degerlerinin 0,50 ya
da daha yiiksek diizeylerde olugmasi gerekmektedir (Hair vd., 2014).

Calismanin hipotetik modeli, parasosyal etkilesim, homofili, algilanan giivenilirlik
ve satin alma niyeti olmak iizere dort degiskenden olusmaktadir. Burada ayrim
gecerliligi icin her bir degiskenin farkli bir kavrami oOlgtiigli kontroliiniin
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saglanmas1 agisindan degerlendirme yapilmalidir. Ayrim gegerliligi, AVE
degerlerinin karekoklerinin ilgili degiskenin diger degiskenlerle olan korelasyon
degerinden yiiksek olmasiyla saglanmaktadir. Soyle ki degiskenler arasinda
olugsan korelasyonlarin karelerinin, AVE degerinden diisiikk olma durumunda
ayrim gegerliliginin varhigindan bahsedilebilir (Hair vd., 2014). Elde edilen
tiim bulgular degerlendirildiginde, 6l¢iim modeli agisindan yapi gecerliligi ve
yap1 giivenilirliginin saglandigi sonucuna ulasilmustir. Ilgili degerler Tablo 5’te
gosterilmektedir.

Tablo 5. Yap1 Giivenilirligi, Ayrim Gegerliligi ve Birlesme Gegerliligi

Degiskenler CR AVE  NAVE 1 2 3 4
1.Parasosyal Etkilegim 0,898 0,556 0,745
2.Homofili 0,812 0,683 0,826 0,530
3.Algilanan Giivenilirlik 0,837 0,633 0,796 0,733 0,632
4.Satin Alma Niyeti 0,923 0,857 0,926 0484 0,384 0,450

Tium korelasyon degerleri p<0,01 diizeyinde anlamlidir.
CR: Yapi1 Giivenilirligi (Composite Reliability); AVE: Ortalama Aciklanan Varyans (Avarage

Variance Extracted)
5.9. Hipotezlerin Testi

Bu arastirmada, parasosyal etkilesim, homofili, algilanan giivenilirlik ve satin
alma niyeti degigkenleri arasinda Ongoriilen etkileri analiz edebilmek amaciyla
ileri siiriilen bes hipotez test edilmistir. Analiz neticesinde elde edilen bulgular
Tablo 6’da gosterilmektedir.

Tablo 6. Yol Analizi Sonuglari

Std. Std. Aciklanma
Yol . t P Sonuclar . .
B Deg. Hata Degerleri (R?)
H, HOM<---PSE 0,785 0,158 6,978 ***  Kabul
H, HOM<---AGUV 0,765 0,242 3,671 ***  Kabul R?,p, = 0,617
R? =
H, PSE<--- SAN 0,223 0,251 2,099 ** Kabul (AGUV)
0,702
H, AGUV<--- SAN 0,372 0,280 1,972 ** Kabul R% = 0,348
H, PSE<---AGUV 0,304 0,144 2,342 ** Kabul

#4p<0,05 (t>1,96)***p<0,01 (£>2,576)

Aragtirma dogrultusunda one siiriilen arastirma modeline gore ulagilan bulgular
incelendiginde (Tablo 6) homofilinin parasosyal etkilesim tizerinde (H,) [Std.
B Deg.=0,79; p<0,01]; homofilinin algilanan giivenilirlik tzerinde (H,) [Std.
Deg.=0,77; p<0,01]; parasosyal etkilesimin satin alma niyeti iizerinde (H,) [Std.
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B Deg.=0,22; p<0,05]; algilanan giivenilirli§in satin alma niyeti tizerinde (H,)
[Std. p Deg.=0,37; p<0,05] ve parasosyal etkilesimin algilanan giivenilirlik (H,)
[Std. f Deg.=0,30; p<0,05] tizerinde anlamli ve olumlu bir etkiye sahip oldugu
gorlilmektedir. Elde edilen tiim bulgular cergevesinde, arastirma kapsaminda
oOnerilen tiim hipotezler desteklenmistir. Modelin aragtirma verisine uyumu ise
kabul edilebilir uyum ve iyi uyum diizeyinde gerceklesmistir (Uyum Iyiligi
Degerleri: y2/sd= 3,333; RMSEA=0,078; NFI=0,914, CFI=0,938; IFI= 0,938,
AGFI= 0,886, GFI: 0,926).

Sekil 2°de yapisal model sonuglar1 gorsel olarak sunulmaktadir.

R=0,617

Parasosyal
Etkilesim

0,79%**

R?=0,348

Satin Alma

0,30** Niveti

0,77*** 0,37**

Algilanan
Giivenilirlik

R>=0,702

##p<0,05 (t>1,96)***p<0,01 (t>2,576)
Uyum lyiligi Degerleri: ¥2/sd= 3,333; RMSEA=0,078; NFI=0,914; CF1=0,938; IFI= 0,938;
AGFI= 0,886; GFI: 0,926; RMR: 0,054

Sekil 2. Yapisal Modelin Sonuglart
6.Tartisma ve Sonug¢

Arastirmayla, sosyal medya alaninda parasosyal etkilesime iligkin katk1 saglanmasi
amaglanmaktadir. Hem arastirmacilar hem de pazarlama yoneticileri i¢in arastirma
sonuglari, kisitlamalar ve gelecege yonelik ongoriiler sunulmaktadir.

6.1.Teorik Katkilar

Dijital altyapidaki istikrarli gelisimin sonucu olarak internet ve sosyal medya
kullaniminin artisi, bir¢ok alanda oldugu gibi tiiketici davranislart ve pazarlama
stratejilerinin uygulanmasinda da degisikliklere sebep olmustur. ilgili ortamlar,
ozellikle isletmelerin mevcut ve potansiyel miisterileriyle kurdugu iletisime
farklilik katmaktadir. Sosyal medya, takipgiler ve medya etkileyicileri arasindaki
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iliskinin  dinamiklerini degistirmektedir. Sosyal medya etkileyicilerinin
giiniimiizde pazarlama imkanlarindan faydalanarak onemli bir rol stlendigi
goriilmektedir. Sosyal medya etkileyicilerinin giicii, cok sayida takipgilerinden
kaynaklanmaktadir. Bu dogrultuda pazarlamacilarin, mal ve hizmete iliskin
bilgileri aktarirken bireysel farkliliklara ve giidiilenmelere dikkat etmeleri
gerekmektedir.

Miisterilerin tercihlerine, ihtiya¢larina ve davraniglarina yanit veren etkilesimli bir
pazarlama stratejisi olarak etkileyici pazarlama, tiiketicilerin talep ve isteklerini
tespit ederek miisterilere ulasmak ayrica daha fazla kisisellestirilmis igerik
olusturma ile 6n plana ¢ikmaktadir. Tiiketicilerin sosyal medya platformlarinda
giderek daha fazla zaman harcadiklarinin farkina varilmasiyla, isletmelerin sosyal
medya etkileyicilerinin gergeklestirdigi pazarlama stratejilerine odaklandiklar
goriilmektedir.

Bu arastirmada, takipgilerin ¢evrimici etkileyici ile yarattig1 parasosyal
etkilesimin ve algilanan giivenilirligin satin alma niyetiyle; bunun karsiliginda
parasosyal etkilesimin ve algilanan giivenilirligin homofili tutumla iligki
diizeyleri arastirilmustir. Internet tabanli teknolojilerin yiikselisiyle birlikte,
gevrimici tiikketici davranisi ve cevrimigi topluluklar noktasinda parasosyal
etkilesiminde incelenme gerekliligi ortaya ¢ikmistir. Parasosyal etkilesime iligkin
onceki yapilan ¢aligmalara bakildiginda medyadaki tinliilere yonelik parasosyal
etkilesim inceleme alani1 buldugu gézlemlenirken, bu ¢alisma ise sosyal medyada
parasosyal etkilesimin incelenmesine yonelik gergeklestirilmistir. Parasosyal
etkilesim teorisine dayandirilan bu ¢alismayla, miisterilerin satin alma niyetiyle
ilgili olumlu tepkilerinin, sosyal medya baglaminda nasil gergeklestiginin ortaya
koyulmasi arastirilmistir.

Calismanin  bulgulari, homofili tutumun parasosyal etkilesim ve algilanan
giivenilirlikte; parasosyal etkilesim ve algilanan giivenilirligin ise satin alma
niyetinin olusmasinda sosyal medya etkileyicileri tarafindan yonlendirilen dijital
pazarlama baglaminda anlamli etkilere sahip olduguna isaret etmektedir. Ayni
zamanda parasosyal etkilesimin algilanan giivenilirligin olugsmasinda da etkisinin
varlig1 tespit edilmistir. Sokolova ve Kefi (2019)’nin tespit ettigi sonuglarla
uyumlu bir sekilde homofili ve parasosyal etkilesim sayesinde etkileyicilerin
giivenilirlikleri saglanabilecegi ortaya koyulmustur. Sosyal medyada etkileyici
giivenilirligi yiiksek olan bireylerin parasosyal etkilesimle beraber tiiketicilerin
satin alma niyetlerini artirdigma iliskin, Bi ve Zhang (2022); Lee ve Lee
(2022); Su vd. (2021); Weismueller vd. (2020) tespitleriyle benzer dogrultuda
sonuclar elde edilmistir. Sosyal medya fenomenlerinin, tiiketicilerin tutum, niyet
ve davraniglarini etkilediklerine yonelik diisiinceden hareketle, ulasilan daha
yiksek bir parasosyal etkilesim seviyesinin, kullanicinin etkileyiciye daha fazla
glivenmesini sagladig1 sonucu ise Lin vd. (2021) tarafindan yapilan ¢aligmanin
bulgulari ile uyumludur.
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6.2.Yonetimsel Katkilar

Teorik sonuglara dayanarak, isletmeler i¢in de uygulamaya doniik ¢ikarimlar
sunulmaktadir. Ulasilan bulgular, sosyal medya etkileyicileri ile takipgiler arasinda
parasosyal etkilesimin var oldugunu ortaya koymaktadir. Parasosyal etkilesimler,
bir tutundurma ve marka olusturma arac1 olarak kullanilabilmektedir. Isletmeler,
tutundurma faaliyetleri kapsaminda parasosyal etkilesim elde etmek i¢in sosyal
medya etkileyicilerini secerek onlart mal ve hizmet tutundurma faaliyetlerine
dahil etmelidirler. Geleneksel reklamciliga gore etki alan1 giderek genisleyen ve
On plana ¢ikan parasosyal etkilesim sayesinde isletmeler, hedef kitleye ulagsmada
bu dogrudan kanali daha sik kullanma yoluna gitmelidirler.

Arastirmanin sonuglarinin, markalarin ikna edici ve parasosyal etkilesim
yeteneklerine gore etkileyicilerle yaki iliskiler kurulmasina yardimci olmasi
acisindan faydali olacag: diisiiniilmektedir. Markalar, tiiketicilerin dikkatini mal
ve hizmetlere ¢ekmek ve markaya olan yonelimi artirmak igin sosyal medya
etkileyicilerinin etkisine glivenmektedir. Sosyal medya etkileyicileri tarafindan
igerik olusturulurken ve markalarla isbirligi yapilirken daha ikna edici stratejiler
benimsemek sosyal medya etkileyicileri i¢in de faydali olacaktir.

Pazarlamacilarin amaglarina, etkileyiciler ve takipgileri arasindaki iligkiye
dayanan {riin deneyimlerini iletmeleri yoluyla biyiik o6l¢lide ulasilabilir.
[laveten pazarlamacilar miisteri odakli bir strateji olusturmak igin miisterilerin
motivasyonlarini belirlemeli ve davranislarini ger¢ek zamanl olarak izlemelidir.
Pazarlama stratejilerini sosyal medyadaki hedef kitlelerine gdore uyarlamanin
onemine dikkat etmelidir. Pazarlama stratejileri igerisinde, etkileyici pazarlama
bugiin 6nemli bir faaliyet alanina hakimdir ve isletmeler bu stratejik iistiinlige
ulagsma gayreti icerisinde olmalidir.

6.3.Arastirmanin Kisitlar1 ve Gelecek Arastirmalar icin Oneriler

Bu arastirma, parasosyal etkilesimlere odaklanilarak etkileyici pazarlamanin nasil
gerceklestirildigine dair anlamli bulgular1 ortaya koymasina ragmen kapsam, igerik
ve metodolojik agilardan sinirhiliklara da sahiptir. Sonuglarin genellenebilirligini
kisitlamast sebebiyle Onerilen arastirma modeli, farkli 6rneklem gruplarinda test
edilmelidir. Ayrica kolayda orneklem yonteminin kullanilmasi da ornekleme
yonelik bir kisit olarak ifade edilebilir. Anket yontemine iligkin olarak kendi
kendini degerlendirme teknigiyle 6l¢eklerde yer alan ifadelerle 6rneklemin test
edilmesi de arastirma sinirliliklarindandir. Bu durum her ne kadar ortak yontem
sapmasi olmadigi test edilerek ortadan kaldirilmis olsa da ayni uygulamanin farkl
zamanlarda gerceklestirilmesiyle tam anlamiyla ortadan kaldirilabilecektir.

Gelecekteki ¢alismalar, farkli kusaklara (X, Y ve Z) dolayistyla farkli yas gruplarina,
cinsiyet acgisindan farklihik goriilip goriilmedigine, farkli kiiltiirel yapilardan
gelen tiiketicilere odaklanarak gergeklestirilebilir. Ayn1 zamanda, sosyal medya
fenomenleri sektor bazinda ayrima gidilerek arastirmalara dahil edilebilir.
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Nedenselligin 6n plana ¢ikartildigi anket yardimiyla nicel bir yaklagim sergilenen
bu c¢alismadan hareketle, ileride yapilacak olan c¢alismalarda deneysel bir
yaklagimla nitel bir arastirma gerceklestirilebilir. Ayrica satin alma niyetinin
Olciildiigii mevcut caligmada, s6z konusu niyetin ne kadarinin satin almaya
donustiiriildiglini ortaya koymak amaciyla gelecekte yapilacak olan ¢aligmalarda
veri madenciligi yontemi aracilifiyla gergek satin alma davranigimi gorebilmek
miimkiin olacaktir.

Parasosyal etkilesim, izleyicinin medya karakterine medya kullanimi esnasinda
verdigi bir tepki olarak; para sosyal iliskiyse, izleyicinin medya karakterleriyle
hem maruz kalinan esnada hem de bir sonraki maruz kalma zamanina kadar
siirdiirdiigii stabil ve uzun siireli bir bag olarak tanimlanmaktadir. ifade edilen ayrim
dogrultusunda, bu caligsma parasosyal etkilesim kavrami tizerine kurgulanmustir.
Parasosyal etkilesim zamanla parasosyal iliskiye doniisebilmektedir (Fiigan
Varol ve Kars Tayang, 2019). Ilerleyen arastirmalarda, ¢alisma kapsaminda
incelenen degiskenler parasosyal iliski dogrultusunda daha hassas bir kesinlikle
iligkilendirilebilir.

Bireysel farkliliklar, insanlarin kendilerini bagkalartyla ne dlgiide karsilastirma
egiliminde olduklarint ve karsilastirma bilgilerinin nasil yorumlandigini
belirlemede dnemli rol oynamaktadir. Bu dogrultuda, 6z benlik, benlik imaj1 ve
benlik saygisi gibi degiskenler parasosyal etkilesimle olan iligkileri ve satin alma
niyetine olan yansimalart, ileride yapilacak olan calismalarda incelenebilir. Sosyal
varolus ve materyalizm gibi tutumlarla sekillenen degiskenler de eklenerek daha
genis bir model cergevesi olusturulabilir. Ayrica gelecekteki aragtirmalar, farkli
platformlar1 ve farkl kiiltiirel ge¢cmigleri 6rnekleyerek calisma genisletilebilir.
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THE ROLE OF HOMOPHILY IN THE EFFECT OF PARASOCIAL
INTERACTION AND PERCEIVED CREDIBILITY ON CONSUMERS’
PURCHASE INTENTION IN SOCIAL MEDIA

EXTENDED ABSTRACT
1.Introduction

With the increasing use of digital media and online platforms, marketers; evaluates
the potential of different online marketing tools in public relations and advertising
(Tsen and Cheng, 2021). Considering the enormous capabilities of social media
platforms in reaching consumers, it is observed that the relevant platforms are
used extensively by marketers (Koay et al., 2022). Advertising activities, which
are especially integrated communication elements, are now mostly carried out
on social media platforms and by directing individuals who are described as
“influencers”. With the increase in social media usage and users, the number of
social media influencers is also increasing day by day.

In today’s world, when determining marketing strategies, businesses are
increasingly moving towards a more digital communication to promote their
products and brands, as social media and social media influencers have become
inevitable in marketing activities. Social media platforms provide powerful
tools for brands to reach and engage with target audiences with their products
and ideas. Influencers, known as influential individuals, have a large following
and are engaged with their followers using these tools, adding value to the brand
(Lou and Yuan, 2019). This interaction can not only affect social relationships but
also consumer behaviors (Bi and Zhang, 2022; Lee and Lee, 2022; Sokolova and
Kefi, 2019). In this context, consumer purchase intention is influenced by various
factors, including customer loyalty, customer satisfaction, involvement, perceived
risk, reliability, brand image, and brand value (Bhattacharya, 2022; Bi and Zhang,
2022; Su et al., 2021).

The aim of the study is to reveal how consumers create parasocial interaction
with influencers in online social media communities. In more detail, within
the scope of the research, the effect of parasocial interaction on the credibility
of the influencers in terms of the similarity with the followers or users in the
relationship between social media influencers and social media users; The effect
of both parasocial interaction and perceived credibility on purchase intention
is examined. In this study, which is based on parasocial interaction theory, the
reflections of perceived credibility, homophily and purchase intention were
investigated by using survey data collected from social networking site users. In
the content of the study, previous researches on parasocial interaction, perceived
reliability, homophily and purchase intention were examined, and then a
framework was followed in which a theoretical scope was presented. Based
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on the literature review, an original research model was developed in line with
the creation of the internalization process for social media influencers. Through
further analysis, the relationships between parasocial interaction, perceived
reliability, homophily and purchase intention are revealed. In the last stage,
theoretical contributions, practical implications, limitations and suggestions for
the future are explained.

2.Conceptual Background

Influencer marketing has become an important marketing communication tool
because it interacts with a large number of potential buyers in a short time and at
a lower cost than traditional advertising (Weismueller et al., 2020). According to
Hudders and Lou (2022), social media influencers attract the advertising budgets
that have increased steadily in recent years, showing that influencer marketing is
a very active marketing tool. In this respect, influencer marketing is described as
an interactive marketing technique that attracts the attention of researchers and
marketers (Bi and Zhang, 2022). This promotion method created by social media
influencers is thought to add value to brands (Lou and Yuan, 2019). Purchase
approvals in the transformation of goods or services into purchase intentions
can be affected by various factors (e.g., customer loyalty, customer satisfaction,
customer involvement, perceived risk, perceived reliability, brand image, brand
equity, perceived quality, etc.).

In this part of the study, the relationships between homophilia, parasocial
interaction, perceived reliability, and purchase intention variables were revealed
and the hypotheses put forward were expressed:

H ,: The homophilic attitude positively affects the parasocial interaction between
influencers and users in social media.

H,: Homophilic attitude positively affects the perceived credibility of social media
influencers.

H : Parasocial interaction positively affects consumers’ purchase intention.
H ,: Perceived reliability positively affects consumers’ purchase intention.

H : Parasocial interaction between influencers and users in social media positively

affects perceived credibility.

The proposed conceptual model, which is planned to be tested based on the
research hypotheses, is shown in Figure 1.
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Figure 1. Research Model
3. Methodology

Considering that university students are the group with the most intense use of
social media sites in the society, it is thought that the relevant group is a suitable
sample for the research. The finding that the effect of parasocial interaction on
providing reliability is higher, especially in the Z generation, is revealed in studies
(Sokolova and Kefi, 2019). Out of a total of 408 answered questionnaires, 14
were removed from the data file because the participants left some statements
unanswered. As a result, the analyzes of the research were carried out with data
from 394 participants.

In order to test the constructs created within the scope of the research model, all
the scales used in this study were adapted from the previously tested validity/
reliability scales in the marketing literature. In this context, in the research;
consisting of seven statements in the measurement of parasocial interaction, Liu et
al. (2019) three-statement Su et al. (2021), one-dimensional scales, each adapted
from the studies of Sokolova and Kefi (2020), which consists of two expressions,
and Sokolova and Kefi (2020), which consists of two expressions, were used for
the measurement of purchase intention. In the measurement of all statements, the
use of a 5-point Likert-Type scale (1-Strongly Disagree, 5-Strongly Agree) was
preferred.

4. Findings and Discussion

IBM SPSS Statistics 22.0 and Amos 23.0 package programs were used in the
analysis of the data obtained within the scope of the research. In the first of these
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stages, the validity and reliability of the scales used in the measurement model
were tested. Then, the relations between the hypotheses put forward and the
variables in the tested model were analyzed.

Before testing the hypotheses put forward in the direction of the research,
Confirmatory Factor Analysis (CFA) was performed on all the variables. When
the obtained results are evaluated, the standardized B values, standard error
values, t values (t>2.576), p values (p<0.01) and the obtained model goodness-of-
fit indices of the observed variables are the values showing that the model is at an
acceptable fit and good fit level.

The hypothetical model of the study consists of four variables: parasocial
interaction, homophily, perceived reliability, and purchase intention. Here,
evaluation should be made in terms of ensuring that each variable measures a
different concept for discriminant validity. The discriminant validity is provided
by the square root of the AVE values being higher than the correlation value of
the related variable with other variables. That is, if the squares of the correlations
between the variables are lower than the AVE value, the existence of discriminant
validity can be mentioned (Hair et al., 2014). When all the obtained findings were
evaluated, it was concluded that construct validity and construct reliability were
achieved in terms of measurement model.

The relevant values are presented in Table 1.

Table 1. Construct Reliability, Discriminant Validity and Convergent Validity

Degiskenler CR AVE NAVE 1 2 3 4

1.Parasocial Interaction 0.898 0.556 0.745
2.Homophily 0.812 0.683 0.826 0.530
3. Perceived Credibility 0.837 0.633 0.796 0.733  0.632

4. Purchase intention 0.923 0.857 0926 0484 0.384 0.450
All correlation values are significant at the p<0.01 level.
CR: Composite Reliability; AVE: Avarage Variance Extracted

In this study, five hypotheses were tested in order to analyze the predicted effects
between parasocial interaction, homophily, perceived reliability and purchase
intention variables. The findings obtained as a result of the analysis are shown in
Table 2.
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Table 2. Path Analysis Results

Std. Std.

Path t 1 R?
2 B Val. Error P Sonuglar
H, HOM<---PSI 0.785 0.158 6.978 Hrk Supported
R, =
H, HOM<---PC 0.765 0242  3.671 ook Supported 0%51”7
R} =
H, PSI<--- PI 0.223 0.251  2.099 *E Supported 0 (7"82
R, =
H, PC<--- PI 0.372 0.280 1.972 ** Supported 0 (3P28
H PSI<---PC 0.304 0.144 2342 ok Supported

#£p<0.05 (£>1.96)***p<0.01 (£>2.576)

Within the framework of all the findings, all the hypotheses proposed within the
scope of the research were supported. The fit of the model to the research data was
acceptable and good fit (Goodness of Fit Values: y2/df= 3.333; RMSEA=0.078;
NF1=0.914; CF1=0.938; IF1= 0.938; AGFI= 0.886; GFI: 0.926).

5. Conclusion and Recommendations

The findings of the study showed that homophily attitude in parasocial interaction
and perceived reliability; Parasocial interaction and perceived credibility have
significant effects on the formation of purchase intention in the context of
digital marketing driven by social media influencers. At the same time, it has
been determined that parasocial interaction has an effect on the formation of
perceived reliability. Consistent with the results of Sokolova and Kefi (2019),
it has been revealed that influencers can be trusted through homophily and
parasocial interaction. Biand Zhang (2022); Lee and Lee (2022); Su et al. (2021);
Weismueller et al. (2020) results were obtained in the same direction as the
findings. Considering that social media phenomena affect consumers’ attitudes,
intentions and behaviors, Lin et al. (2021) is consistent with the findings of the
study.

Based on the theoretical results, practical implications are also presented for
businesses. The findings reveal that there is parasocial interaction between social
media influencers and followers. Parasocial interactions can be used as a promotion
and brand building tool. Businesses should select social media influencers and
include them in their product and service promotion activities in order to obtain
parasocial interaction within the scope of their promotion activities. Thanks to
the parasocial interaction, which is gradually expanding and coming to the fore
compared to traditional advertising, businesses should use this direct channel
more frequently in reaching the target audience.
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A RESEARCH ON SOLID AND LIQUID CONSUMPTION

ABSTRACT

In this study, the recent changes in consumption are examined in the context of the
sharing economy and how the related concepts are handled in the literature. Solid
consumption, which reflects a long-term and property-based consumption style, is handled
in the materialist consumption logic, while liquid consumption, which reflects a more
temporary and access-based consumption style, is characterized by concepts such as
flexibility and adaptability. In this direction, descriptive research was carried out, and 21
academic publications with “solid consumption” and “liquid consumption” in their titles
or keywords formed the basis of the study. As a result of the study, it was seen that most of
the published studies on solid and liquid consumption were designed as a literature review,
and the focus of the studies was the dimensions of solid and liquid consumption in the
digitalized world, liquid modernity in the context of sharing economy, and understandings
of related concepts in different sectors. There are limited studies on the subject. This
situation increases the need for conceptual and empirical studies.

Keywords: Liquid Consumption, Solid Consumption, Sharing Economy
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1. Giris

Kiiresellesme ve gelisen teknolojiler, zaman ve mekdnin Onemini ortadan
kaldirmistir. Teknoloji kabuliiniin bireyler tarafindan her gegen giin artmas, dijital
bir ¢evrede bireyler tarafindan gosterilen davranislarin da degismesine neden
olmustur. Giintimiizde tiiketicilerin daha giiclii, iiretiiketici oldugu, isletmelerin
hem online hem de offline kanallarin1 birlikte kullandigy, ikinci ekrana yonlenme
egiliminin bulundugu ve tiiketimlerin daha akiskan olarak gerceklestigi;
boylelikle katt modernite evresinden akiskan modernite evresine gecis yaptig
goriilmektedir. Akiskan modernite ile katilik kavrami yerini esneklige; kesinlik
kavrami ise, belirsizlige ve gorecelige birakmistir. Bu perspektiften bakildiginda,
akiskan modernitenin temel kavraminin “degisim” oldugu sdylenebilir.

Degisim; bir seyleri farkli hale getirmek olarak tanimlanabilir (Olkun, 1996).
Kavram ayni1 zamanda; belli bir zaman i¢inde herhangi bir seyde meydana gelen
farklilasma, mevcut olan durumun; irtibat ve iletisim halinde olunan tiim ¢evre
sartlarinin yeniden yapilandirilarak, bireysel ya da orgiitsel anlamda yeni fikirler
ortaya koymaya karar verme ve bunu uygulama siireci olarak da tanimlanmaktadir
(Erdogan, 2012). Degisim, tanimdan da anlasilacagi iizere hem bireylerin hem de
orgiitlerin fikir, tutum ve davramslarinda gerceklesmektedir. Ornegin; tiiketicilerin
benliklerinin, sahip olduklarinin toplamindan ibaret oldugu ve gergeklestirdikleri
tilketimle kendilerine bir kimlik insa ettikleri donem geride kalmis ve tiiketim,
giderek sosyal bir sayginlik veya statii kazandiran bir gdsterge olmaktan ¢ikmistir
(Ozboliik, 2018). Nesnelere uzun siire baghligin giderek sorun teskil etmesi,
miilkiyet modelinden ¢ok erigsim modelinin daha fazla deger kazanmasina neden
olmustur (Bardhi vd., 2017).

Tiiketimde yasanan bu degisimlerde internetin de dnemli bir rolu bulunmaktadir.
Internetin hizla gelismesi, benzer diisiince yapilarina sahip bireylerin ortak
bir noktada bulugsmasini kolaylastirmaktadir. Bu bireylerin mekan ve zaman
kavramlarindan bagimsiz olarak bir araya gelmesi ve c¢evrimigi topluluklar
olusturmasi, bu topluluklarda diger bireylerle kurulmus olan sanal iligkilerin reel
ortama tasinmasi, sosyal hayatta koklu bir degisim yasanmasina neden olmustur
(Ozbéliik, 2018).

Tiiketici isteklerinin siirsiz, buna karsin kaynaklarin sinirli olmasi, yasanan
ekonomik krizler, siiriidiiriilebilir ¢evre anlayisimin giderek énem kazanmasi,
bilgi ve iletisim teknolojilerinde yasanan gelismeler, tiikketim aliskanliklarinin
zaman igerisinde degismesine, tiiketimin baglam temelinde deneyime vurgu
yapan daha akigkan bir davranisa evrilmesine neden olmustur. Bununla birlikte
titketim faaliyeti tliketicilerin kimligini olusturmaya katki sagliyorsa, tiiketiciler
tilketim davranisinda miilkiyete dayali daha kati bir tiiketim anlayisina sahip
olabilmektedir. Dolayisiyla, tiiketim davranigi, Uriinlerin tiiketiciler i¢in ifade
ettigi onem diizeyine gore farklilagmaktadir. Tiiketimin dogasinda meydana gelen
geligsmeler ile siirdiiriilebilir ve sorumlu bir tiketim anlayiginin giderek 6nem
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kazanmasi bu calismanin motivasyonunu olusturmaktadir. Tiiketim kavrami
literatiirde pek c¢ok aragtirmaci tarafindan incelenmekle birlikte, tiiketimin
boyutlarii olusturan kat1 ve akiskan tiiketim kavramlari izerine yapilan ¢aligmalar
cok sinirhdir. Ozellikle ulusal literatiir i¢in ¢ok yeni olan bu kavramlarin birlikte
ve detayli olarak incelenmesi bu ¢alismanin 6zgiin degerini olugturmaktadir.

[k zamanlarda tiiketici benliginin bir parcasi olarak goriilen miilkiyetler, tiiketici
kimligini tanimlamaya olanak saglamaktayken, artik tiiketiciler herhangi bir
tilkketim miilkiyetine sahip olmadiklari; paylasim, ortaklasa tiiketim ya da ortak
yaratim gibi yollarla kimliklerini ortaya koyabilmektedir (Arnould ve Thompson,
2005; Belk, 2014). Paylasim esasina dayanan akiskan modernitede tiiketiciler,
kimliklerini miilkiyetleri iizerinden ortaya koymak yerine, nesneye daha az baglilik
gostermekte, boylelikle bagliligin dogas1 da daha akigkan hale gelmektedir (Bardhi
vd., 2017). Tiketim davranislarinda ise, tiiketicilerin sabit bir kimlik ortaya
koymaktan uzaklasmalari; tiiketimin, yasadiklar1 deneyimler aracilifiyla elde
edilen daha boliinmiis kimlikler kazandiran bir eyleme donligmesini saglamistir
(Ozboliik, 2018).

Bu arastirmada tiiketim kavrami; kati ve akiskan olarak iki farkli boyutta
degerlendirilerek, literatiirde bu kavramlarin nasil ele alindiginin yani sira
belirtilen tiiketim sekillerinin alt yapist ortaya konulacaktir. Bu dogrultuda yerli
ve yabanci literatiir incelenmis ve ilgili ¢aligmalar belirli unsurlar agisindan
degerlendirilmistir.

Bu calismayla, tiikketim boyutlarindaki kavramsal tartisma eksikliginin giderilmesi,
literatiirde konu ile ilgili dikkate alinan unsurlarin belirlenmesi, “kat1 ve akiskan
titketim” tizerine basta ulusal literatiir olmak {izere, literatiir tarama kolayliginin
saglanmasi ve gelecekte bu kavramlara yonelik ¢alisacak arastirmacilara bir bakis
acis1 kazandirmasi beklenmektedir.

2. Kavramsal Cerceve
2.1. Paylasim Ekonomisi

Paylasim, geleneksel olarak sosyoekonomik sistemler i¢inde (6rnegin, hane halki
diizeyinde) meydana gelmekle birlikte, ilkel toplumlardan giiniimiize kadar, her
zaman toplumun i¢inde olan bir kavramdir (Saravade vd., 2021). Kisisel miilkiyet
kavrami ortaya ¢ikmadan, yani heniiz para veya takas ile aligveris yapilmadan
onceki donemde insanlar, kit kaynaklara sahip olmalarinin da etkisi ile daha ¢ok
paylasimci davraniga sahip oldugu soylenebilir. Kirsal niifusun azalmasi ve kent
niifusunun artmasia paralel olarak, paylagimci davranis azalmis ve insanlar
daha ¢ok bireysellesmistir. Ancak son yillarda artan asir1 tiiketim nedeniyle
cevre hassasiyetinin arttigi, paylasim kavraminin yeniden giindeme geldigi
gorililmektedir (Varol ve Varol, 2020).
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Gliniimiizde dijitallesmenin etkisiyle internet teknolojisi ve Ozellikle de
akilli cihazlarin sunmus oldugu imkanlar, paylasim kavrammin yayilimim
hizlandirmaktadir. Bdoylelikle, daha c¢ok tiiketiciye hizli bir bi¢imde erisim
saglamak miimkiin hale gelmektedir. Sosyal ag platformlar1 aracilig1 ile baslayan
sosyal dayanigsmalar ile tiiketiciler; hazci bir tliketimi benimsemek yerine,
paylasimin verdigi haz duygusuna sahip olmay1 tercih etmektedirler (Varol ve
Varol, 2020). Dijitallesme, bireylerin paylasim gilidiisiinil arttirmasina ve paylasim
ekonomisi denilen yeni bir kavramin ortaya ¢ikmasina neden olmustur.

Paylasim ekonomisi, tek bir tanimi bulunmayan, bununla beraber c¢esitli
davranislart ve is modellerini kapsayan semsiye bir terim olarak tanimlanmistir
(Heinrichs, 2013). Paylasim ekonomisi; mal ve hizmetlere sahip olmak yerine,
bunlar1 6diing alarak veya kiralayarak erisime odaklanan popiiler bir tiiketim
terimidir (Shaheen vd., 2016). Bu ekonomide; kaynaklara ve varliklara erisim,
miilkiyetten daha 6nemlidir (Stack, 2020). Paylasim ekonomisinin temel yapisi
Sekil 1°de gosterilmektedir.

Paylasim Ekonomisi
Servisi

Servis Saglayict Miisteri

Hizmet etkilesimi

Sekil 1. Paylagim Ekonomisinin Temel Yapisi
Kaynak: Apte ve Davis (2019).

Sekil 1’de goriildiigli iizere, paylasim ekonomisinin temel yapisinda miisteri,
paylasim ekonomisi servisi olan bir araci firma ile sozlesme yapmaktadir (Ornegin:
Airbnb), ancak hizmet, miisteriye araci firmanin bir alt yiiklenicisi olan servis
saglayici tarafindan saglanmaktadir (Ornegin, bir oda kiralamak isteyen bir ev
sahibi gibi). Burada hizmet etkilesimi esas olarak servis saglayici ile nihai miisteri
arasinda gerceklesmektedir (Apte ve Davis, 2019).
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Paylasim ekonomisini basarili olarak uygulayan bazi1 dijital platformlar
bulunmaktadir. One ¢ikan bu platformlar; Airbnb, Uber, Zipcar ve Taskrabbit
(Sutherland ve Jarrahi, 2018). Airbnb’de ev ya da apartman sahibi kisiler, kendi
miilklerini bir otel gibi isletebilirken (Bardhi ve Echkhardt, 2017); Uber, insanlarin
kisa ya da uzun siireli arag kiralamasina imkan veren esler aras1 bir yolculuk paylagim
hizmetidir (Lee vd., 2018). Zipcar da Uber’e benzer sekilde ara¢ kiralama hizmeti
veren bir platform iken (Matzler vd., 2015); Taskrabbit, gesitli gorevleri yapmak
isteyen kisilerle, bu goérevlerin yapilmasi i¢in para 6demeye hazir olan kisileri bir
araya getiren bir platformdur (Thebault-Spieker vd., 2017). Paylasim ekonomisini
basartyla yiiriiten dijital platformlarin en ¢ok kullanildigi, paylasim ekonomisi igin
en uygun iilke ve sehirlere ait endeksler, Statista tarafindan yaymlanmaktadur. Tlgili
endekslere ait istatistikler Sekil 2’de sunulmaktadir.
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Sekil 2. Diinya Capinda Paylasim Ekonomisi Igin En Uygun Sehirler (2022)

Kaynak: Statista (2022).

Paylasim ekonomisi endeks degeri hesaplanirken; iilke ve sehirlerdeki arag
cagirma/kat paylasim hizmetlerinin, elektrikli scooterlarin, ara¢ ve spor salonu
paylasim uygulamalarinin mevcudiyetleri géz dniinde bulundurulmaktadir. Sekil
2’de yer alan istatistikler incelendiginde, 2022 yili itibar1 ile Talin (Estonya),
Tiflis (Giircistan), Sao Paulo (Brezilya) ve Buenos Aires (Arjantin), 110 endeks
degeri ile ilk sirada yer alan sehirlerdir. Bu sehirleri, 105 endeks degeri ile Varsova
(Polonya), Kiev (Ukrayna) ve Mexico City (Meksika) takip etmektedir (Statista,
2022). Paylasim ekonomisi hizmetlerinin popiilaritesi son yillarda hizla artmakta
olup, bu egilimin gelecek yillarda da devam etmesi beklenmektedir. Kiiresel
paylasim ekonomisinin parasal degeri 2021 yilinda yaklagik 113 milyar ABD
dolar1 iken, bu degerin 2027 yilinda %32’lik bir biiyiime ile yaklagik 600 milyar
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ABD dolarma yiikselecegi tahmin edilmektedir (Statista, 2023).

Paylasim ekonomisi; bireylerdeki tliketim ¢ilginligi, kiiresel capta yasanan
ekonomik krizler, kapitalizm gibi sorunlara alternatif ¢6ziim arayisi icerisinde
olan sistemin diizeltilmesi ve gelistirilmesine yonelik ortaya c¢ikan onemli bir
alan olarak degerlendirilmektedir. Siirdiiriilebilir bir toplumun olusturulmasinda,
igbirlikei tiikketim ile yeniden sekillenmis web tabanli paylagim siteleri araciligiyla
genis, bir faaliyet yelpazesine sahiptir (Heinrichs, 2013). Forumlar ve ¢evrimigi
topluluklar; belirli temalar veya gorevler ¢cer¢evesinde 1limli bir ortam saglayarak
iriin aramayi, se¢meyi ve yonlendirmeyi destekleyen paylasim ekonomisi
hizmetlerini paylagsmak icin faydali ve etkili platform araglarina 6rnek olarak
gosterilebilir (Choi, 2020). Dogal kaynaklarin yetersiz olmasi ve yok olma
tehlikesi ile karsi karsiya kalmasi, niifus ve kentlesmenin artmasi, insan yasam
stiresinin uzamasi ile sosyoekonomik ve ¢evresel degeri olan ancak atil durumda
olan varliklarin teknoloji araglar ile el degistirerek yeniden dagitilmast, paylasim
ekonomisinin temel motivasyonlaridir (Seval ve Unliiénen, 2017).

Son yillarda paylagim ekonomisi; iiriin kullanim kapsamini gelistiren, daha az
kaynak kullanimini tegvik eden, bireyler arasindaki sosyal etkilesimi arttiran ve daha
yiiksek ¢evre bilincine sahip tliketim anlayigini 6ne siirerek deger kazanmaktadir
(Alonso-Almeida vd., 2020). Bununla birlikte tiiketicilerin, 6diin¢ alma/verme
ve ortak kullanim gibi erisim yontemleriyle tiriin/hizmetlere erisme sanslari da
artmaktadir (Aspara ve Wittkowski, 2019). Paylasim ekonomisi, siirdiiriilebilir
bir tiiketimi tesvik etmesinin yan1 sira sosyal yenilige vurgu yaparak, giicli ve
baglantili topluluklar olusturmaya da katki saglamaktadir (Piscicelli vd., 2015).
Paylasim ekonomisinin avantajlarinin yani sira dezavantajlar1 da bulunmaktadir.
Bunlardan ilki, ortaklasa olmaktan ziyade bireysel ve ekonomik g¢ikarlara
hizmet etmesidir (Varol ve Varol, 2020). Bunun yaninda, yasal dayanaginin
bulunmamasinin yaratmis oldugu giivensizlik, internet tabanli teknolojilerden
faydalanilmasi sebebiyle giivenlik sorunlarinin yaganabilmesi, sektoriin gercek
paydaslarina ve piyasa isleyisine ekonomik anlamda zarar verebilmesi, ¢esitli is
kollarmin zarar gérebilmesi, teorik temellerinin heniiz tam anlamiyla olusmamis,
olmasi, sosyal dayanismanin zedelenebilmesi, ticari iliskilerin baskin hale
gelebilmesi gibi baz1 dezavantajlara da sahip oldugu belirtilmektedir (Chasin vd.,
2018; Hatipler ve Koksalan, 2021; Kalayc1 Oflaz, 2019).

Bireysel diizeyde paylasim ekonomisi kavramu, tiikketim aligkanliklar1 ve tercihleri
konusunda degisiklikleri ve farkli yaklagimlari beraberinde getirmektedir.
Genellikle “akigkan” olarak tanimlanan modern toplumda, paylasim ekonomisinin
yiikselisi, miilkiyet modelinden ziyade erisim modeline dayali tiikketim kararlarini
yonlendirmektedir. Bu durumda, akiskan ve kati tiikketim kavramlari ortaya
¢ikmaktadir (Beretta vd., 2021).
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2.2. Kati Tiiketim ve Akiskan Tiiketim Kavramlari

Bardhi ve Echkhardt (2017) tiikketim kavramimi “kat1” ve “akiskan” olmak {izere
iki boyutta ele alinabilecegini degerlendirmektedir. Bauman (2000) “akigkan”
kavramui ile giindelik hayatin nasil belirsiz ve degisken bir duruma geldigini ifade
ederken, Bardhi ve Echkardt (2017), bu mantig1 tiiketime de uygulamiglardir. Bu
dogrultuda kat1 tiiketim; uzun siireli, miilkiyete dayali ve materyalist bir tiikketim
bicimini ele alirken, akiskan tiiketim; daha erisime dayali ve gegici bir tiiketim
bi¢imini ele almaktadir (Kozinets, 2019; Lamberton ve Goldsmith, 2020).

Akisgkan tiiketimde, kat1 tiiketimin biitliniiyle yok olmadigi, her iki tiiketim tiliriiniin
de bir arada yer aldig ileri siiriilmektedir. Kat1 ve akigkan tiikketim kavramlari,
iriin diizeyinde ve tiikketim pratikleri diizeyinde karsilagtirilmaktadir. Yapilan
bu karsilagtirmada, akiskan ve kati tiikketimin; tiiketici degeri, sahiplik diizeyi,
algilanan faydalar ve tiiketime yiiklenen anlamlar basta olmak iizere pek ¢ok
acidan farklilastigi gériilmektedir (Bardhi ve Eckhardt, 2017). Ilgili karsilastirma

ve ele alinan tiim unsurlar Tablo 1°de sunulmaktadir.

Tablo 1. Kat1 Tiikketim ve Akigkan Tiiketimin Karsilastirilmasi

Kat1 Tiiketim

Akiskan Tiiketim

Tanim
Uriin Diizeyinde;

Tiiketici Degeri

Baghhigin Dogasi

Faydalar

Sahiplik Diizeyi

Tiiketimin Anlami

Miilkiyete dayali, kalic1 ve mater-
yalist tiiketim.

Biiyiikliik, agirlik, sabitlik, gliven-
lik ve baglilik gibi degerler.

Uzun siireli miilkiyet
bagliligi/sadakati; kim-
likle ilgili nesnelere daha

giiclii baglanma durumu.

Tiiketim yolu ile baglanti kurma
daha biiytik 6nem kazanmaktadir.
Maddi nesnelerin/iiriinlerin
miilkiyetine vurgu. (Daha

fazla iriine sahip olmak

daha iyidir anlayis1)

Tiikketimin anlami, baglamlar ara-
sinda sabittir.

Tiiketim Pratikleri Diizeyinde;

Tiiketici Degeri

Stabilite

Miilkiyetin ve sahipligin merkez-
ligi.

Tiiketim pratikleri, baglamlar ara-
sinda sabittir.

Erisime dayali, gecici ve kaydi tiiketim.

Esneklik, uyarlanabilirlik, akicilik, hafif-
lik, tarafsizlik ve hiz gibi degerler.
Akigkan miilkiyet baghiligi/sadakati,
nesnelere daha az baglanma durumu.

-Ancak, erisim saglamilan belirli nesne-
ler i¢cin daha fazla baghlik s6z konusu
olabilir.

Nesnelerin/iirtinlerin  kullanim  degeri
daha biiyiik 6nem kazanmaktadir.

Erisime ve soyut nesnelere vurgu. (Daha
az iriine sahip olmak daha iyidir anla-

yis1).

Tiikketimin anlam1 baglamlara gére de-
gismektedir.

Erisimin, paylasimin, 6diing almanin
merkeziligi.
Tiiketim pratikleri baglamlara gore de-
gigsmektedir.
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Kalicr tiiketici katilimi tiirleri (r-
Gegicilik negin sadakat, fanatizm, baglilik) Gegici tiiketici katilimi ve iligkileri
ve iligkileri.
Tiiketiciler tliketimi, sagladig1 Tiiketiciler, nesneyle/liriinle duygusal
Faydalar kimlik ve baglanti degerine gore bagliliktan ve iiriinle 6zdeslesmekten
degerlendirmektedir. kaginmaktadirlar.
o . Tuketl{nm r}esnelere/urunlere bag- Tiiketim pratiklerine, deneyimlerine ve
Baghiligin Dogasi  lilik yonlerine vurgu yapilmakta-
dir.
Olumsuz Yonleri  Sikici ve kiilfetli Istikrarsizlik/Belirsizlik

aglarma vurgu yapilmaktadir.

Kaynak: Bardhi ve Eckhardt (2017).
2.3. Paylasim Ekonomisinde Kat1 ve Akiskan Tiiketim

Bilgi ve iletisim teknolojilerinin gelismesiyle beraber tiiketicilerin paylasim
alanlar1 genislemekte, caligsma faaliyetlerine ulagsmak daha kolay hale gelmektedir.
Bircok firma dijitallesmenin sagladigi kolayliklardan faydalanarak, ekonomik
refah seviyesinin artmasina katkida bulunmaktadir (Sepel’ova vd., 2022).
Dijitallesmenin tiiketicilere saglamis, oldugu pek cok faydaya bagli olarak,
ekonomik refah seviyesi artan tiiketicilerin algilar1 da degismektedir. Kit kaynaklar
ve smirsiz tiiketici istekleri, {iriin/hizmetlerin tiiketiciler arasinda paylasilmasini
gerektirmektedir (Akan ve Tepeler, 2022). Paylasim eckonomisi tiiketicilere,
somut ve soyut kaynaklara gecici erisim saglayan teknoloji tabanli platformlarin
kullanimint miimkiin hale getirerek, toplumda 6lgeklenebilir bir sosyoekonomik
sistem olusmasini saglamaktadir (Morewedge vd., 2021).

Paylasim ekonomisinin bireyler i¢in getirdigi firsatlar ve avantajlar genellikle
tilketimdeki akigkan modernite kavramui ile eslestirilmektedir (Bauman, 2016).
Bu baglamda tiiketiciler, tiiketim icin “akigkan” olarak tanimlanan farkli bir
yaklasimi benimsemektedir. Akigkan tiiketim; gegici, erisime dayali ve kaydi
olan bir tiiketim tiirii olup; kalici, miilkiyete dayali ve somut olan kati tiiketim
tiirtintin tersidir (Bardhi ve Eckhardt, 2012). Kat1 tiikketim miilkiyet sahibine;
kullanma, yararlanma ve tasarruf yetkisi vermektedir. Tiketicilerin siklikla
kimliklerini, varliklarin1 ve basarilarin1 ortaya koymak i¢in miilkiyete dnem
verdikleri goriilmektedir (Ger ve Belk, 1996). Ayrica miilkiyet kavramui, tiiketici
sorumlulugunu ve taahhiidiinii 6ne siirmektedir. Mallarin eskimesi, deger
kaybetmesi, diizenli bakim gerektirmesi, depolanmasi ve elden c¢ikarilmasi,
millkiyetin olumsuz yanlarint olusturmaktadir (Berry ve Maricle, 1973).
Miilkiyete dayali tiikketim modellerine kavramsal olarak karsi olan akiskan
tilketim, geleneksel olarak erisime dayali bir tiikketim modelidir (Bardhi ve
Eckhardt, 2012). Daha esnek ve erisim temelli olan akiskan tiikketim (Ugurluer,
2019), giiniimiizde bireyler i¢in giderek daha popiiler hale gelmektedir. Bu
modelde tiiketicilerin iiriine sahip olmak yerine, geg¢ici erisim icin ddeme
yapmasinin (kiralamak gibi) daha karli ve uygun oldugu gorilmektedir
(Lyaskovskaya ve Khudyakova, 2021). Bunun yani sira, internette ¢evrim igi
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ortamlar tarafindan yapilan esler arasi (peer-to-peer) isler de cesitli tiikketim
deneyimleri yaratmaktadir (Cohen ve Sundararajan, 2015). Ornegin, bir baska
sehre kara yolu ile seyahat etmek isteyen ve otomobili olmayan yolcular i¢in,
seyahat firmalar tek segenek olmaktan ¢ikmakta, yolcular blabla.car gibi arac,
paylagim sistemlerini de tercih edebilmektedirler (Bockmann, 2013).

Tiiketim ayn1 zamanda bir kimlik kazanma yoludur. Kimlikler, kismen de olsa
tiikketiciler tarafindan dinlenilen, seyredilen, okunan ve giyilen seyleri kapsayan
tiketim faaliyetleriyle insa edilmektedir. Tiiketici kimlikleri, bireyin kim
olduguna; neyi nasil tiikettigine, kim olmak istedigine ve digerleri tarafindan
nasil algilandigina dair bir ¢ergeve ortaya koymaktadir (Slater, 1997). Bireyler,
aktif olarak mevcut materyaller ile devamli bir kimlik ingas1 siirecinde yer
almaktadir (Yaniklar, 2018).

Tiketiciler her ne kadar akigskan tiiketime yonelseler de benlik s6z konusu
oldugunda, tiiketimleri daha kati olabilmektedir. Uriiniin tiiketici kimliginin
olusumuna katkida bulundugu durumlarda, tiiketiciler sahip olma se¢enegini
tercih ederek daha kat1 bir tiiketimi benimseyeceklerdir (Leung vd., 2022;
Minami vd., 2021). Boyle bir iligki, bir {iriin veya marka ile uzun vadeli bir
bagliliga dayanmaktadir (Fournier ve Lee, 2009). Bu durum kati-akiskan
tiiketimde bireylerin konumunu tahmin etmede marka baglilig1 ve sadakatinin
onemini vurgulamaktadir (Beretta vd., 2021). Ornegin miizik endiistrisindeki
en sevdikleri sanatcilarin/gruplarin CD’lerini veya plaklarin1 satin alma
konusunda oldukg¢a hevesli koleksiyonerler ve nostalji tutkunu tiiketiciler
bulunmaktadir (Oztiirk, 2015). Bu tiiketiciler, tipik bir kat1 tiikketim modeliyle
bagdastirilabilir. Tiiketiciler i¢in Urliniin tanimlanmasinin esas olmadigi
durumlarda ise daha akiskan bir tiiketim modeli tercih edilmektedir. Bu
durum her birey igin gegerli olmasa da bireylere ve iiriinlerin onlar i¢in sahip
oldugu 6nem diizeyine gore degiskenlik gostermektedir (Beretta vd., 2021).
Ornegin bireyler, ihtiyac, duymadiklari, kullanmadiklar: ve atil durumda olan
esyalarini baska bireylerle degis-tokus etmeye, bu esyalar1 onlara kiralamaya
ya da satmaya baglamislardir. E-Bay, bu alandaki ilk 6rnek ticari sitelerden
birisidir. Bunun yani sira Freecycle gibi kar amaci giitmeyen siteler de
bireylerin islevsiz durumda olan esyalarini diger bireylerle paylagmasina
imkan vermektedir (Giil vd., 2018).

Katiya kars1 akigkan tiikketimi yonlendiren diger bir 6zellik, sosyal iliskilerin
dogasidr. Iliskiler giiclii oldugunda, tiiketimin daha kat1 olmas1 gerekmektedir.
Bu durum 6rnegin, tiiketicilerin i¢inde yer aldigi ve markalar1 somutlastirdig
marka topluluklar1 i¢in gecgerli olabilmektedir (Bardhi ve Eckhardt, 2017).
Nitekim marka topluluklari ile ilgili yapilan arastirmalarda tiiketimin; kalicilik,
yiksek marka sadakati ve bagliligi, markayr 6ziimseme gibi kati tiiketimin
belirleyici olan bir¢cok 6zelligine sahip oldugu gorilmiistiir (Algesheimer vd.,
2005; Muniz ve O’Guinn, 2001). Akiskan tiiketimde ise; marka ile kurulan
bu tip iliskiler yerine, aragsal iligkiler s6z konusudur. Bu durumda tiiketiciler,
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markalarla uzun siireli baglar kurmak yerine, anlik faydalara hizmet eden,
daha gegici iliskiler kurmaktadir. Boylelikle tiiketicilerin markalarla kurduklar
iligkilerin daha gecici oldugu ve bir aitlik hissi yerine aragsal kullanim degeri
yarattiklar1 goriilmektedir (Bardhi ve Eckhardt, 2017).

Erigime dayali tiiketime gecis doneminde bireylerin kati tiiketimden akiskan
tiiketime dogru yonelmesi, bazi yerlesik endiistrileri sarsmaktadir. Bu nedenle
ilgili endiistriler, akiskan tiiketimdeki erisime dayali tiikketime ilgili endiistrilerin
kar marjlarin1 diisiirmesi ve yeni is modeli olarak ortaya ¢ikmasi nedeniyle sicak
bakmamaktadir. Miizik ve film endiistrileri Apple Miizik, Spotify gibi ¢evrimigi
paylasim platformlarina; yayincilik endiistrisi ¢evrimici kitap saticilarina;
oteller kisa siireli kiralama hizmeti sunan uygulamalara; bankalar ise esler arasi
kredi sistemine karsi ¢ikmaktadir (Belk, 2014). Bunun yaninda, akigkan tiikketim
ile marka sadakati arasindaki iliski de tartisilan konular arasindadir. Akiskan
tilketimin bir bileseni olarak erisime dayali tiiketim, tiiketicilerin yeni {iriinleri
ve trendleri, sahip olma ve belirli bir stil veya markaya bagliliktan kaginarak test
etmelerine olanak tanimaktadir (Bardhi ve Eckhardt, 2017).

Tiiketicilerin yemek, yasam tarzi ve profesyonel yasam agisindan daha saglikli
se¢imler yapma egiliminde oldugu ve farkli segenekler arasinda daha az riskli
segenekleri segmeye yonlenmesi durumunda kat1 tiikketimden, akigkan tiiketime
yoneldikleri goriilmektedir (Isen ve Means, 1983). Amerika ve Cin bagta olmak
iizere pek ¢ok lilkede akiskan tiiketim; ev, araba, bisiklet, kiyafet, vb. ¢esitli
unsurlarin paylagimi/kiralanmasi gibi uygulamalarla kendini gostermektedir.
Islem maliyetlerinin azalmasu, akilli cihazlar ve bulut teknolojiler gibi yenilikgi
teknolojilerin ortaya ¢ikmasiyla, tiiketicilerin iirlin veya hizmetleri daha etkili
sekilde aramasi, anlagsma kosullar1 olusturmasi gibi pek ¢ok konuda ortaya ¢ikan
kolayliklar, tiiketicileri akigskan tiikketime yonlendirmektedir (Kisi, 2018). Ayrica
erisime dayali tiikketim, daha yiiksek diizeyde ¢evre bilinci ile iligkilidir. Yiiksek
fiyath iirlinlere ulasmanin ucuz ve kolay bir yolu olan bu tiikketim modeli, ¢evre
dostu olmanin bir yolu olarak da kabul edilmektedir (Edbring vd., 2016). Bu
yolla daha siirdiiriilebilir ve sorumlu bir tiiketime de vurgu yapilmaktadir. Buna
ek olarak karar alicilar da erisime dayali tiiketim modeli olan akigkan tiikketimi,
gevre lizerindeki olumlu etkisi nedeniyle desteklemektedir ve daha ¢ok akiskan
tiketim ile ¢evresel faydalar arasindaki baglantiyr vurgulamaktadir (Catulli
vd., 2013). Erisime dayali iriinler, ¢ogunlukla kaynaklarin verimli kullanimi
ve atiklarin azaltilmasina katkida bulunma istegi ile motive olan bireyleri
hedefleyerek, daha ¢evre dostu uygulamalari benimseme firsati sunmaktadir
(Gleim ve Lawson, 2014; Hartmann ve Apaolaza-Ibafiez, 2012). Sonugta, dogal
kaynaklarin yetersiz olmasi, ¢cevre hassasiyetinin giderek artmasi, hizli niifus
ve kentlesme artis1 gibi faktorler, kat1 ve akiskan tiiketim durumunda tiiketici
tarafindan alt1 cizilen Onciiller ve motivasyonlar olarak goriilmektedir (Gleim
ve Lawson, 2014; Seval ve Unliiénen, 2017).
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3. Yontem

Aragtirma kapsaminda, kati ve akigkan tliketim kavramlarina iliskin mevcut
akademik yayinlar tespit etmeye yonelik betimsel bir aragtirma yiriitilmiistiir.
Bu arastirma tiirii, arastirma amacina iligkin tasviri yapmak, temel 6zellikleri
ortaya koymak ve arastirma konusuna iligkin genel bir bakis agis1 kazandirmak
icin yaygin olarak kullanilir (Akdag, 2023; Harmankaya, 2022). Ayrica betimsel
arastirma; teori gelistirme ve i¢erik analizi gibi yontemleri igeren nitel arastirmalar;
bireysel/toplumsal diizeydeki olay ya da olgulari arastirmak, anlamlandirmak ve
aciklamak i¢in kullanilan bir yontemdir (Yaprak ve Cosan, 2023). Bu aragtirmada
betimsel analizle, tiiketimin boyutlar1 tanimlanmakta ve bu boyutlara iliskin genel
nitelikler ortaya konulmaktadir. Arastirmanin kapsamini ilgili kavramlara iliskin
literatiirde bulunan makale, bildiri ve kitap/kitap boliimleri olusturmaktadir.
Her iki kavramin da literatiirde oldukca sinirli ¢alisilmasi sebebiyle, arastirma
kapsamina dahil edilen bilimsel ¢alisma sayisi da smirli kalmistir. Bu nedenle
bu calismada, kat1 ve akiskan tliketim kavramlari hakkinda mevcut ¢alismalari
incelemek ve belirli unsurlara gore kavramlar arasindaki farkliliklar1 ortaya
koyarak, yeni arastirma yapacaklara yol gdstermek amacglanmaistir.

Bu amag¢ dogrultusunda, bashginda ve/veya anahtar kelimelerinde “kati
tilkketim”, “akigkan tiiketim”, “akiskan modernite”, “solid consumption”, “liquid
consumption” gegen akademik calismalar, bagta Web of Science (WoS) olmak
iizere, ScienceOpen ve Google Akademik gibi veri tabanlarinda taranmigtir.
Arastirmanin kapsami, kavramlarile ilgili yayimlanan Tiirk¢e ve Ingilizce dilindeki
toplam 21 calismadan olusmaktadir. Arastirma kapsaminda yer alan ¢aligmalara
iligkin veriler derlenirken, oncelikle calismalar yillarina, arastirmacilara ve

konularina gore tasnif edilmistir (Tablo 2).
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Tablo 2. Kat: Tiiketim ve Akiskan Tiiketime iligkin Literatiirde Yer Alan Bazi

Caligmalar

INSTULISISOT TULIS[IPAW? 1pIe ZO3 ep 1A13ey
U9PQ [ISWO) LIBPISTW]ISI[E OA USZNP ‘B[SBATY 9K
-1311 LepnpAnp eurdjueySye ULId[IBYBASS JYBzn
‘urR[uIgZo3 1[eAZoreIN ewisi[ed [oswnaq uepidex

am$nwnAoy eAeno 13

-00911qeueseA $1993 awmnoym ney 9p uopwnA N}
ueySIe ‘13902A0WILIIPUI[IOFIP YeIe[o LA usp
WOy 1jey ‘Ui ueySnye Syere(id ejoA
UBpIEN]I0Z 13903[1qeIey1d BARMO ULIB[YI[I[3Ie]
U923 euepAow dpwnANn [, ISIwISnIe) 1921ns
$1593 2Ad)1uIopow UBSIE USPIIUIdPOW 138y
‘ST LIIPU[I2Z9P B[ALIR[JRY BUR IWRIALY 9JIUIIP
-ow ueySpye ur, uewnegq junw3ky ‘epewsije))

‘m$tue[nSInA ngnpo [ureIn yL09) WISIuIop
-ow ‘widiipreAnp oA yneid misiey wneym yodiq
OpUISLIOd} WA ULSDY ISnunioy eAe)
-10 NZNPJo I[wouQ ep uepuiside Lepdek NIy
LID[IpIad1 “[130p uepuiside Je[13Aey JIo[0Y

oA Je[nIANp 1SBATS LID[IPIISAS 0)aaIey BOZIU
-1e£ ‘unrerewre[n3An nisiey WY} epeWSIe))

Ayuropowr
0UdI0g
) ueIsAe[eIN
[BI00§ JO
eumog ur 19pIo
I pue Aypmb
ueIsy .
-1[ [eARIL
paIap

-ISU0931 AJIpI

A3ojo100§ -nbr :Aoudge
pue A1pijos

‘AIUIIPOIN

sonIpowt
-woo Jo uon
-BZIYS1AJ-op
oFpopnoy Pozaysnay oy
pue wsLewnNS

-uoo-nuy —

uondwns

-uo09 pinbry

“IIpepyewt

-ue[deWE ISEWUI[E J[9
yerepide£ ewmsere 1q
[oswnaq unSI[T AI9[ISLING
1[eAZoTeI UB[1IEY BIRlIn)
1oyed ‘utuTUIRIARY 9)IU
-Iopowr uex$Dye ur, uewn
-eg JunwdAyz ‘epewsife))

‘Tpepewuedewe
NOWLIPUSIIZIP 1uII[IS
-B[0 BWISE[IEY USPIUAA
UTUdIUIdpOW ueySIye
apuisazed[ak Je[nsoy 1
-110d 9A TRASOS “YeIRUllR
9]0 TWRIARY 9)IUISPOW
ueySye ur, uewneyg
junw3Az ‘epewsife)

“IIpepyewe]

-dewe 1Aewe 9]0 uepide
31109} Le[RWRINIAN 11§
-Iey woyn} ‘ewsie)

TSOUId[OUL
uBWNYO(]-ewW
-msere [9)IN

1SOWIR[AoUL
UBWINYO(-eW
-msere [9JIN

1SOUWI[0UT
uBWINYO(]-ewW
-msere [9JIN

SeeN

I[E e\

nunog
deyry

(F107) 2971

(1107) 991

(8002)
Aopjurg

Lig[ng[ng uruewsife))

Py
13uoy
JIAQUIARY
/181d

Ipy
uruewisife))

newy ewsife))

1010

nmgy,
14118119}

A /1]
-ReULI)SEIY




Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Sayi: 1, Ocak 2024, ss. 77-110

90

Tablo 2. (Devami)

“HPOPOWI[IPS dPeJI LIOPIPINSI[AT IO
ueySye,, eyep 1q1S YIueq [esdele oA YI[uaq Ijueqe) Se
10qeIoq AN} uUeySD[E ULI[IONN ‘epeulnsery
JnSnwnAoy eAelo 1s90uns$np ngnpjo IueuQ eyep
UIUOWUIPd DP[eY wiue[ny Iiq 191908 ueArue) ugxuwl
QULIOJOW]1QISLIO

UBWEZ IO[YIPAISI  BIE[UO YOI

uepewo diges aId[uUMIN UIST IO[IONANN) ‘epewsier)

‘m$nuwn&oy eAeyo 13nsei
-)j1ey ueprde }od yod 1qI3 Ie[wie[Ue USUINA WA
oA IefepAej ueueid[e ‘1Aaznp yidiyes ‘L1039p 101M
‘urunoym 1ey oA ueySnye ‘epeunmseisiey nq ueqidex
ansSiulfe [ yele[o nuIdiq wnadn I1q 101903 A 18k
-Bp OWISLIO BUEP ‘WNONM) UBYSIYE ‘UNII[LIPUS[I0Zop
JeIR[O WIS WA 1iq I[eAep 9)AI[NW 9A I[aINS
unzn {wWay) ey UepIe[WRIARY UBUI[E 9]0 BPRWSI[E.)

I$nunAoy eAe1Jo WIABSIBA dpUIO$
n3npj[o JeA UBWIEZ JOY UTUIWEIARY (1013911}) 101)31] U9}
-0In A1 WA dA WIRIN APIIQ BJunung “IIpIjyow
-[Ipo BIPpI NZnpjo ueNSD[E eyep Jod uepurdip[ue)e
‘wg1ed103 eswnjdoy epuise 9A 13ipewjo n3zQ ew
-njdoy uiopow 3sod uowewe) uigjueysSe ‘epewsije)

QAQSIS 11q
[eSWeIALY UL

“TIpey[ewt
-UB[ORWE  ISOWUS[OPII  Bp
-urwe[geq rweIAey wnoyn
ueySje  ‘uruiSigop uo[ed
BUBPASW OpPUINANN] IUIIP
-ow  ueySpye  ‘epewsife))

“JTIpepyewt
-UB[dBUIR JOWS[OPII [UISIYIO
JopuLezn  Tyejal 10093
unung 9A OUnouok TuLIe]
SN0z urueyn) ueysSoye
“Yeleul[e 99 B}INA0q [eSwel
-ARY  ‘LIR[WRIARY  WHONM)
ueySye A ney epewsije))

“JTIpepjewe[dewe 1Ko
-0[ooul YeIR[O MII0J)} Twel
-AeY 1[13]1 epuLiepinkoq yru
-0uOye uIueAunp UIOpPOW
jsod ‘Sere[e o0 TUTWEIAEY
wnam  ueysSye  ‘ewsie)

I1SOWIA[OOUl
uBwINO(]-eW
-msere [N

1SOWO[ooUT
U OJ-ewW
-msere [N

IS9WD[AOUL
uewi[OJ-BW
-ms$ere [N

SreyeN  (8107) JNIQ9ZQ

Liengng uruewsife)

fo0g  -Sip owmodm
pueamyn)  ueySoyy :$1dey
‘Awouodyg oungnn3zo
Jo [eunor uruisLo uep
~uIgIIonyIs
urgrdiyes
HoIvesad uonduwns
Iownsuo)) )
-uod pimbr
Jo [eunor
sIouwns
-o1d pmbry,
o3popnoy 0} SIOWINSUOD
pue s1oonpoid
prjos, wolqg
Py
I3u0y| Py
/IAQUIARY uruewisife))
/B8R

newy evwsie))

109N

p— (L102) Iprey
-[9g °A lypleg

nwnjeg (9102)
deyry] Aoy oA 10731y
nmp, I'A /1e]
ewsie)) -neuInsey




91

Kati Ve Akigkan Tiiketim Uzerine Bir Arastirma

Tablo 2. (Devami)

mSnuIpo

S9L103S wWeld
-ejsu] Suisn

“TpepewuR[SBWR
Youno 1dsa) uLIdIeATUY
QU WeAdD eAeWUR[[NY
uLIR[oAe 1Y Wweidejsuy

Joud anunuod 0} ueke[3es yeue[o BULI
1dso) ngnpjo diyes aAySiy1 J1q Jnizod 91 1319ATU ) -
' : A o -I9Ju0)) SUOIjeAn -e[ewse[Aed LIO{LIOST (6107) 9503
QU2 WBAIP BAVUIUE[|I] IUHAARIY WEISEISUT ow 1} Uo ud1gaNIOT BOUNAO LIV BUE o oA 15BqIRUL
uIgI[IeA [BASOS 9A UAANS ‘NI[101903 ueuei3[e OVINA ? IFRTI 9 -Im$ese [9OIN Hiprd . dreuid
[enuue [OIBdSAIY  JBES {7 909PES A UR[O BAOJITY
‘epUNONUOS IS[ZI[BUR IIISHRIST IIB] US[LIS]
-y05193 opayue uelideA oK1S1Y 91 epewsie)) P8y PO [F1008 JowzIy 11q ueue|Zes
A A I Gt ! uo uonduwmns uepuljese; weidesug
-uod pmbr ULID[IONONN} ‘Bpurure|
-3eq TweIALYy WHANM
ueySoye ‘epewsSifed ng
“TIpeR[eWNAOY BAL)IO
ngnpjo doms Iiq ZIs11[9q oA yiSeurrey 1313503 T S———
951 31 urrepInsun yrfojouse) 9 ynjod Yruwou uon
amm) ¥ 90 LIQTWRUIP [oIM
-03[9 ‘TeASOS ‘UTU)IUIOPOW UBNSIE ‘SITUIUS[OPIT -BULIOJSURT) (8102)
SIONTRIN -INY-04S0S Ue[e J0A Opop 1SOWIOAIUT
BIAISISR $13Bq J1q [OI[NY[-0ASOS WERIARY “IIP doejdiorew 2qoMYdS
uondwmns -uoyesod Sepged Yere] uswO-BW  O[BNBIA
-OP[OWLIdA U WI SuLId[ound dye) 1afowsIos uo saAndads oA qopleg
-uo) jo -I15 B]OA UBpUIWRIARY  -INSeIe [N
T[zasIow LI[IoIe Jezed oA rerezed uarmsSnuop -1od [eIMN) ‘[OBROUDAIIY
[ewnor Yrueysoye ur uewneg
BSE[{LMO TULI[IIQII] 9A QULID[AWZOS nunumsnu :[rejaor pmbr
junwgAz ‘epewsife))
-0p Iezed ure[orULT)SRIR ‘TWERIARY Spuoyerad
ueySe 2103 eren3[ng uo[Ipd 9p[o epewsife))
Py
JI3uoy] py ning, [IX /Xe]
S § § nm
uenamg uruewsies /IAduUIAeX  uruewisije)) ey euisie) 10PN vwiSife)) -eunmsery
/1I81Qq




Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Sayi: 1, Ocak 2024, ss. 77-110

92

Tablo 2. (Devami)

mStyips y1dse) ngnp
-uns 1z1e} wese£ 11q 19138 9A JOUsd BYEp Uepew|o
w4 ewo diyes dIo[1one)N) 9A IFIPINSIFOP 1Ll

Awouosd
Surreys ay)

“IIpepyew
-ue[dewue ISewnIsueAk
IPIRS [2I1SI[ UTISLID

Sunoxrew ur suroped 1SOWR[doUL (1202)
-o[[opou $§1 [9s3u9[d3 ‘urunayty ueySe 1jelep ) ) 11oere esed1d ‘nonuos : ’
: e -010eJAL JO  uondumnsuod : UBWINYO(J-BW  J[ENRJA  JRI] 9A XI[oq
JwiSLIo NZN|NJUNIOZ TUAA uruIsIwouoyd wisejLed ' 1sowua([eound ejAue[ns ’
7 : o [BUINOf  [OAJ[-OIORIN -msere [9)IN ‘OpeAeRIES
‘uoAIIPa J1dsa) ndnpjo Stwse[roueqeA 9A [9ZQ ‘19 upmbi o -0 UK UTUISTWOUONd ’
:Kpmbr
-Kamq ‘pised yerejo 1ppnge urunerdijey wnayn} e H.M.m .M } wnse[Aed ururrerdijey
IPI[OS WIOI
D[OPoNUIdPOW 1By 1[eAep J2ADNW ‘epewsije) PH d wnayn ‘epewsife)
TIpeR[ew|LLInSere
ST Pep[PLLILL
T ANIq  LIDPIP[OUQA duLd[ISuRy
-11p2 31dsa) 1P UNWINW ULRP{HUBW WHN) o o
o ‘ -OW [eqQO[S  UBPULIB[IUBW WY
JLIQIY A ey ‘ueySpye ‘opurdnsopuq ejAisegop ammn) ¥ ’
T e ' ur sdiysuory  uquy eA9A ueySIe ‘uey (1202)
0By UNUNIQINS JOWZIY UIUIZI[OUSd UIunoyn)  SIOIRN N oo JeR[NA -BW
oo o -B[a1 9JIAIS ULIQ[IONY N [IqOW “ep SreyeN 1s1abuijoy
[1qow ‘epunonuos Jojzijeue uefides epewsied ng  uondwns ’ o : -msere [N '
: ’ ' uoomiRq-ur - -ewsiped nq uekejdewe ’ QA BUIUIIN
“JIpepRjeWwUNA®LS ISP umjwnw uignuew whn -uo) ’ T
: pue p1jos 1Aewiun|ng eprsypey
-0y ueySIye SILISI[IPARY 9A 101533 ‘I[[owd) :
o .. ' ‘pmbr]  erejeuumnSere uele YAl
WISLID UISI[I[IA¥QIRY [2SAINY ‘Te[euLIISEIR 10UQ) T
T ’ = -OpI3 QULIdZN WNAN ],
py
d13uoy] Py ning, [IX /ae]
uem3amng uruewsife newy ewsife 039 o
famnd 1 /IAQUIAR)  UTURWSI[R)) v 1 10PN ewISIE)) -DeWInSeIy
/iIsRq




93

Kati Ve Akigkan Tiiketim Uzerine Bir Arastirma

Tablo 2. (Devami)

“IpepyewISe[n eunonuos ngnpjo
FosynA eyep urunowiIigo WA yifojodyisd
2108 erejuesur diges sunumny] edniay oA ey
-owy ‘urrejuesur dnsuow sunimny eAsy ngo(
‘LIOPIPIRISOS WIIS0 ze eyep owISLIO I[[oWd) JoA
-I{[0W ULIS[IONAN M) [efip ueley zniew egijowre]
-3l [IqOW IJOPOH IIpepjewun|ng IS)o epuntu
-nanp joAnynw ytojoxrsd ‘uruLrepIIpey MmNy
dA yesny ‘2103 ere[nd[nq ud[Ipe p[d epewsie))

“IIPAPOWIISO3 NUNZNPJO [[WAUQ UIUISBWIUR]
-wiue) ururyold [essStueIAgp Y[I UIUIONANN) USU
-1ZdF epuUISLIR WIANN) UBSIR 9A 1By ‘Uruoundy
-§oy TWIZI[I{eINS IyepuIsele WA ueySIe A
178y ULID[IO1OYN) “MAIDIIAJY dwnayn) Jiq ueySe
USPWNNN 118y JBIR[O I[OUIIPLY IULID[YIOI) UL
-O[NANM ‘UIULIDMIONOUQA NILI[IGO[MNPINS OA
eylew ‘ren3ng msiwuuewiue) goxd 1onan
I[31e] JIQP 219ZN Yew[o ey Jodiy oA njey ‘euLrey
‘ueySIe A [QUOASEI ‘B[ANJOA IZI[BUR ST
epunonuos joyue ueidel K181y z¢ epewsife))

“JIpepyewuR[deWe
JewAoY BARLIO NUN[OX
DJOPULId[WI[IZD ISewIe
ULIQ[LIOA [ISISIY 2A I1S9W
-Sorey(ip uLIepOWZIY A
[ew ‘QwnAng pyopuIsiu
-ouoyo wise[Aed unre|
-welAey 1131 ‘Yereule
9]0 LIR[UIRIARY WO}
ueySIye 9A 1Y uR[0 Mnk
-0q [} I UIUIWLIAD
wnayn} ‘epewsife))

“TIpep[ewe[dewe
1AowWd]Q HAPI[IZQ [0S
-A211q U9P NAS Ko}
(1019] T ueySye
1818 QWINANN) 138y LI
-o[onayn) ‘ewsijed ng

I1SOWIA[d0UT
uewnyoJ-euwl
-nsere [9JIN

1MUY -BUW
-Imsere [9IN

(1202) 1rews
dA NUS “Idnew

Le[ng[ng uruewsije.)

SIomowery
diysioumo [eo
w .
M:MVtMMA -13010y0Asd
ul
Jol { :uondwmnsuod
Jo uonnjoay
juowdoroa
o araE uondwnsuod
a o prjos pue
-uresng
: pimbiy usam)
pue uonez
-0q Aauanol
-ensiq
SIoWNsuo))
Jo [eunor
Py
13u0y Py

/IAduUIAe)  uruewsSie))
18R

newy ewsife))

100N

PN -1ed ‘eSuoN
‘a3pomoIoN

(1207) enoory

reeIN 9A OIQTUIA
‘enareg

LLLLN ITA /1e]

vwiSI[e)) -ReuLmsery




Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Sayi: 1, Ocak 2024, ss. 77-110

94

Tablo 2. (Devami)

“IIpepewnAoy eAe)Io 131330
YI[ToRIR USWISIY SULID[IN}Q UluLIe[nSIny yIuoq ungeq
IP{I[ISIeY] [OpULIdZN SIUBIARD UBABUI[O Y1} BpPUBIEZ

“IpepewuR]Sete Jouno
1dsa) TuigesnwnA [iseu IADSIL

Aypmbry uon
T T plepulsele ewsSeezn Die[ye oA

-dwnsuoo paaroorad

TuA® ‘131739 I[IovIR UdWewe) ADSI[I IyepuIsele SIueIALp wstnoL  Jo ajos Suneiopow nsn3ny YIjuaq uruigueysye (2z02)
181p 3130 91 nsnIny I[uaq ziswigeq ‘UruewWSLeZN 13 5 .ﬁ:m ST “or m. omos T IepIpe[id[e uLepnu B 1A% Suep oA
-B[qy Jipapjowniod ngnpjo diyes 9[01 1o€IR I1q [[WAUQ @: ’ M mwp.oo % oc oad o194 ol e uruewseezn -ewnsere o[eyeN  Sueny
epuIsele LIB[STUeIABD ISIP Y1)9 ULI[LIAISNW o1 nsnany mEm:M JoIABUS MS ocm IYe[Ye D{epulsele STueIAep ISIp [99IN ‘Fuep
YI[ueq ‘uruewiSeyezn Iye[ye epuiueA unung Ipepyew|s I f c,m mMMon wMMQ 312 9A nsSNIINY NI[UAQ ‘LID[IN)O ‘Fuog
B[N BUNONUOS 131)3e$NWNA [UISIY)d D[OPULIdZN ewseyyezn SMEM POISUOD o.v D[OpULIdZN ewSeeZn Ie[ye
De[Ye uLIepnuoy epunsn3iny YIjuaq ‘uruigrjuessnye I rens I8 ununsn3Iny YIuaq rquigeq 11|
wnayn) ueueiSre 9103 eren3nqg UdIps op[o epewsife)) -18183] 9A ZIsSwiZeq ‘epewsife))
JIp “JIpepyewiug[dewe
[013U0J PI[OS 0} 1SOWoUL
-BP[EWNAOY BABLIO IS1))[I0F ISOWLIIPUS[IOZP 10qe1dq  AJR100S b1l WOLT - A1rts JOWLIPUD[1933p BPEIE 11q YeIe[o uewn
UIWERIARY 11 19 ‘13900K0Wd[IPa IpIe ZQS ©p UIUIWEIARY pPUE QW] ﬂ .__m 3 - WBOM [ESWEIARY [ULID[LIOD) Wwhaym - M JMeNRIN(ZZ0T) 991
-owr [en3Ip ur X -0(J-BulI
wreyny ney epuruek urueyrurdpow uesnye ‘epwnjdoy jo jeunor ! M o.wg.m o ueySIe 9A IUIOpOW UBYSIYER wmmw 5 !
u wr -Se1e (91
Stwrsaqrenip oA oprwouos]d urdpou 3sod ‘epewsije’) P \L ur, uewneq junwsAz ‘epewsije) 1SN
{SUOISIOP ul
.. “npepjewiue]dewe youno ydso)
-seyoind oyew wo
SOOURINS SoNEW 1M :w-mm%o:vzo [ISeU TUISTUBIARD BUI[R
“TIPIP[OWNIOT LIOP[IPUSIS]I B[ZB] UOISINN woswﬁtﬁ:ﬁw bﬂﬁ unes uoyo[d) I[[Iye UIuLId[I0)e] (2200)
eyep 91 Jyn[un3An eAepow UL I[UL)) epewsied pue uon woul 1adxa mhz.csm ynpun3An eAepoul dA WIAUIP Uy 018 oA
ng ep BS[0 S1U 9P[d Je[dSNUOS IIep eungnp[o NSNOUQ IIq  -BULIOJU] oomog e SonUo ST LISIUTOSISIY NI[INIIUAL 94 -eunSere d[eeIN M Mm
" -ul :590U; w
1[I3)9 UIUISIURIARD B[R UNES UNUILIOIB) WIAUSp S juowdgde od w “msww od 3 BR[RW[IUR[YEPO JULIAZN JIAY 13 [99IN mv_ ‘o
-11odx? Jeuosiod Sur -
-[umsaqrasiSy ‘ewsiyed yuidwe yod yod Stwpides eprieg  -ueA Jo .o . o~ ol SO51AD " -IPIOA UTUIWIUR[[NY UOJ[Q) I[[Ie A0
-OURYUD I )
[ewmnor i 3 SIOLASP p.ury) ‘epewsijed uee [OWo)
sv souoydyrewus jo E:.:EZN wnoym ueyst
uondwnsuod pmbry AR TEPEY
> ._.wc:M nmp, A
uem3amg wuewsie)) nouL %Mm Ipy uruewisife)) newy ewsife)) JOJPIA  ewsi[ /IB[DBW
" A -g) -amseay
/1810




95

Kati Ve Akigkan Tiiketim Uzerine Bir Arastirma

Tablo 2. (Devami)

TPAPOW[LIPUI[IIZFP NNpjo
1[oA1suejod owSnuQOp ejuewez oPI[IIq BAISIYe uneley

uonduns “IpepjewueSewe
‘uLre[WR[UE OA ULIR[IUE ‘ULIR[NSAND USUS[YD QIS[OWAQP :
-u09 00118} YewAkoy BAL)O IUIFOOJ[IqLI
Jyeoue ‘OYOWIUS[IIQES O[I SWIAQP IB[IUY “IIPIIOW[NINS (€2020)
[oIeosay wolj syyJisul -1puouok [iseu 91 1opneId 1eye]
oug ngnpjo nwinuoy I epuisere yrjueySe o1 yIney Kempon
ssoursng  :A)pmbi] pue wroNn) OWAQP ULIDIWISOLY -NJA -BWLI  O[BYEIA
OA MI[101998 91 NIIOI[EY ‘SIe O[T JI}IQES ULIS[OWAQP ©D OA I9)STURY
Jo [eunof AJIpIOS USdIM] -}O Iepuisele NIueSnie oA -Sere [OUN
-UAY IO[IIPIeIST BARWNIOY TUISIIIUBARD UIUSWAQP ‘uewIpe9)S
-0q sAejdiojur yimey 13Ipo[WIASUID UIULID]
oA eAeunmyde& QWAQp YeIe[o 1SOpeJI uruLeyI[I[3eq ue[o
iy ’ : (SIOWNSU0) -1o1oYN} SWAQpP ‘epewsife))
BIB[UBSUI OA 0IOJASS I[IueAep eyep IyepuLiepjedey ‘Lo
-101)3N} QWAQP 2108 eIEMI[NG US[IPS O[O epewsie))
“IOJIIPAR[OUWLIIPUI[IFIP YeIe]O ISOWEI JA IS 29U uor TIPEd
HIPIPIIULIPUSISZ9P JEIPO 1 T -19Ju0) B -yewug[dewe JewAkoy eAeio (€200
-191AB[WeWE) UIULID[IIQIIq TULIR[WRIARY WHANN) UeSIye -dwmnsuods pin jexe|
Spuai], TuLIe[wWIOA 9A LIe[ig[e unysijt 101191
A mey ‘eponayn] ImSnwinioy eAeuo uepRIpe[de -b1y yo Apmys -NA -BUn mpng
SunoyIey BUIWIUR[[NY  Q)I[AIq  ULIR| -SIOWJOH 9A
SIej BpuISeIe WNAN) UeySIe [[BARD QWISLID 0A W) [eo130[0ud -Sexe [91N
Jeuon -unq 9A WA UBYSIYE A 1sofInysry
ey I[eAep 32AD[NW ULID[IONANM udnsNIos epewsife) -wouayd v
-BUIOIU] 18y ULId[IONdYM ‘epewsifer)
soLreiqr Sut
3010 ysiuuy “IIpepjewuR[dee
JO 9seo oy, IsowRedul Yere[o yifojouswn
“TIPAOWIR)SOS TUISIpeUAO 01 I11q :uondwnsuod  -ouoy urure[oueydmny WIAIg
oressay 1exe] (€200)
[[WOUQ BpULIB[IRIEY BULISE[IEY BASA BULISEIUBYSLYE PI[OS PUB PIN I[UBQE] YI[QUOQE UB[O WEBMO
Jownsuoy) -QA -BULIT)  Q[BYRIN BleIOY]
ey SYI[[9ZQ ULI[WISIZOp ueueSeA opurdl uewez JR, -bi] ueamioq 11q 13nSLrey BIP(IS Q[IS[UNIN Sore 1011 or ofio
IepuLIR[nZIe 101)o)N) ‘Te[n3[nq US[IPd Ip[o epewSsI[e)) T f oouefeq Sur [UISLID UBNSIyR EBpUITUBR|[NY 1PN F10 ﬁ.,.mok/
-jemgony oyl ynund uure[eASs [osISIy 1| auased
pue sa1sop -wiSuo ney ‘epewsied ng
Iownsuoy)
Py
d13uoy Py nngp, A /1e[
n3[m $ > $ 039 -
Lem3ng uruewsies /IAQUIfeX  uruewsife)) ey euisie) 1PN vwiSIe)) -sunansSery
/1814




Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Sayi: 1, Ocak 2024, ss. 77-110

96

Tablo 2. (Devami)

mS1w(Ipa 31dsay 131p[o3 orey umjwnw urwisewue[nSAn

IAT BUED ULIOJON[T IWIR[ST [NOUING 990]4Qq ‘NFnplo epsjew
-Seruex$nye yo1op13 urunerided wnoym ney nyeprejunido)
UBLUN[SHW ‘AI[11q B[UNUNE “MSIUIIPS y18f nFnp[o uruis
-39 11q SUIS[1 uTwneyn ueysnfe ‘ejAIsiAejoQ Imsnwio
193B[3J Op WY IOLIDA JIqI WY LIB[SNUOS ULIe[ewre[ng

-An 13jIR} IN) 1q 9pI9[93[0q YeIZ00 oA epIe|Fed iyIe]
m$nuwipo 1S9 I1q 1vLmse[ey uuisewuen3An apneld
ULIS[OY[I [WR[S] UB[O OPUILUI[IFS BLUISLIEY S[IM[NY A I9]
-}05108 [0104 ‘uepueA 9)() WPIAOWUI[N] ISBW]O UBSIyE
uruIsp)R pjopuLIazn Jeqide£ [y (9104 uruisewsipered
[1oUMNq UIKWR[S] UepueA I TIPIP[aULIIS3 nungnpjo
nnyS$ny| unun[oI Uy} ueysye epaure[s| ‘ewsife)
“IIPA{OUI[NINS OUQ LIS[YIP[OUQA 303 eyjep

ownAYM ueSye epged [eilip uLo[ronoym dpyie[eq
‘1311123 d[eY NJUNIOZ JSI [UNAN) UBSDE STWULIR UIPIS]
SnnpunynA [esueuy 9A udpiojdore; jesuewez ‘131piyos
Qurfey 13eukey] yued[un] Jiq 1NN} ney ‘uruiseijel
-3ouyo wid12qo503 [elip ‘uoinsies8 nsnIAnp yruaand
11q e[AN[OA WNYN) ey ‘ULID[I01NN) YEIRO [ISYIU[OD)
RINEINELT RN

-euIeIe Jen[nsI BjAnjoA wioyn) ueysnye 101998 uopwunayn
1Y LIBJUO IS[DSI[T BlIR[YI[IRA IPPRIA “TIP)YouNIQ3
131panSi3op rurrerweseA oA 1Fpapnuns eJIISIp Juls I1q
1[I0 UNZN LI9[199)NW ‘UtuIqAey| [ew 131nde [0A uruowipd
UOPULIOA B[10Z ‘0103 ere[n3|nq ud[Ips op[o epewsije.)

SJIom

3 -owey (VAD)
unoy

jusunsnipe JYLp
-IRJA OTWIR[S]
: [enuruos Ay,
Jo Jewnof )
{WEe[S] pue uon

-dwnsuoos pinbi

oIeasay
Anoas
Jownsuo)) :
Jownsuod pibr
Jo [ewnog

suo1ssassod 0}
amyn)drysuonielor ,s993
2S)OIBIN
uonduwnsuo)

-yoy :Aypinbig
AreyunjoAur
0] SSO[ WO

mSuuuedewe

youno zijeue e[A1side Soyeq J1q
[oSUMNq IUISEIO BIopuLIaZn
apeld wen uLeuewn|
-SnuI ununq oA Yeuunsere Ll
-9[WI[IZ0 WA ueSIYe BpIe|
-wnjdo) uewnysn ‘epewsie)

‘Tipepjewuedewe yound j1dsay
1uIgouQA [iseu [31]zIs11[oq oA
SLI ULID[IONY M) uayAa)$nsnp
N1uaAn3 yifoojuoruouoyd
QA UDIASYNA IO[YSLI NIUIO)SIS
1q18 Iep[nundinp JIWOUONd
‘omuapued ‘epewsifel)

“Ipepyew
-e[dewe 1Keumsere UL SII
QUIUIPA [BW JA WIIANN) “UINIJ[
~ISIIDA QUISIY[N ABUIPUBYS]
11q ULI[I99) N ‘ewusIfe)

I1SOWA[ooU]
uewo(J-ew
-msere [AUN

I1SOWIS[ooUl
uewI{O(-ew

-m$ere 9NN

Jee[NA
-eunSere [N

(€202)
JreyeN uOISUYOf A
SNOUE(SLIY] ‘A0JI

-pey ‘eaoreke[[y

(€207) uuew
S[eEN  -OShH QA Jpiey

-0y ‘eAOSeUR)Y

o[eeIN (€T0T) USUDPIOH

Lengng uruewsife))

Py
213u0y/1A9u 1Py uruewsije)
-1ex 1819

newy vwsije))

109N

nmp A

ewsie)) leReunnsely




Kati Ve Akigkan Tiiketim Uzerine Bir Arastirma 97

Aragtirma kapsaminda yer alan calismalarin yillara gore dagilimi Sekil 3’te
sunulmaktadir.

7

6

Cahgma Sayisi
(8] N wn
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2008 2011 2014 2016 2017 2018 2019 2021 2022 2023
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e (Caligma Sayisi

Sekil 3. Caligmalarin Yillara Gore Dagilimi

Sekil 3 incelediginde, kati ve akigskan tiiketime iliskin ulusal ve uluslararasi
literatiirde yapilan ¢aligmalarin son yillarda ivme kazandig1 goriilmektedir.

Kati ve akigkan tiiketime iliskin yapilan calismalarda, konunun odaklandig:
noktalar tespit etmek amaciyla, ilgili caligmalarda kullanilan anahtar kelimeler
incelenmistir. Toplam 21 akademik ¢alismadan elde edilen anahtar kelimeler, agik
kaynakli bir metin madenciligi sunan Voyant aract (https://voyant-tools.org) ile
analiz edilmis ve kelime bulutu olusturulmustur. Kelime bulutundaki kelimeler
ne kadar biiyiikse, ilgili konuda o kelime daha sik kullanilmis demektir. Kelime
bulutu, Sekil 4’te sunulmaktadir.
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Sekil 4. Kelime Bulutu

Sekil 4 incelendiginde, c¢aligmalarda en sik kullanilan bes anahtar kelime ve
kullanim siklig1 su sekildedir:

. consumption (tiikketim): 22 kez
. liquid (akiskan): 19 kez

. modernity (modernite): 8 kez
. access (erisim): 6 kez

. consumer (tiiketici): 5 kez

Bu baglamda, kelime bulutu araciligi ile yapilan gorsellestirmenin sonucunda
one ¢ikan kelimelerin, kati ve akiskan tiiketim konulariyla uyumlu olduklari,
akigkan tiiketim kavraminin kat1 titkketime gore calismalarda daha sik kullanildig:
sOylenebilmektedir.

4. Sonuc ve Tartisma

Zaman igerisinde degisen ve doniisen bazi aliskanliklar, son yillarda tiiketim
baglaminda da etkisini gostermektedir. Bu nedenle tiikketimin, iginde bulunmus
oldugu zamansal baglamda degerlendirilmesi, degisen ve doniisen tiiketici
davraniglariin, 6zellikle pazarlamacilar tarafinda daha iyi anlagilmasi 6nem arz
etmektedir. Tiiketim baglaminda mevcut durum degerlendirildiginde tiiketicilerin
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benliginin, sahip olduklarinin toplami oldugu ve yaptiklar tiiketimle, kendilerine
bir kimlik yarattiklar1 donemin geride kaldigi goriilmektedir. Ozellikle artan
dijitallesmeyle birlikte tiiketicilerin, Urlin/hizmetleri satin almalarina gerek
kalmadan, onlarin sagladigi faydalarla mutlu olabilmelerine imkan taniyan erigsime
dayali bir tiiketim anlayisina dogru evrilmistir. Bu tiikketim anlayisi, paylagim
ekonomisi olarak ifade edilen yeni bir ekonomi tiirii ortaya ¢ikarmistir.

Paylasim ekonomisi; tiiketicilerin bir seyler satin almak yerine, bunlara gegici
olarak erigim saglamak i¢in 6deme yapmay1 tercih etmesi olarak tanimlanmaktadir
(Bardhi ve Eckhardt, 2017). Hizla biiyiiyen ve ¢esitli varyantlar1 olan bu ekonomi
tiirli gesitli dijital platformlarda yiriitiilmektedir (Belk, 2007). Son zamanlarda
hizli bir ivme kazanan paylagim ekonomisini tetikleyen unsurlar arasinda,
ekonomik anlamda tasarrufun gerekliligi, cevreye ve stirdiiriilebilirlige kars1 olusan
hassasiyet, sosyal iletisimin giiclenmesi, dijitallesme ile sosyal ag platformlarinin
gelisimi ve kentlesme oraninin artmasi vb. faktorler yer almaktadir (Akan ve
Tepeler, 2022).

Paylasim ekonomisi; diinya genelinde yasanan ekonomik durgunluklar, bireysel
ve toplumsal boyutta artan ¢evre duyarliligi, dijitallesmede, bilgi ve iletigim
teknolojilerindeki gelismeler ile yayginlasan sosyal medya platformlarinin
kullanim1 gibi faktorlerin de etkisiyle hizla deger kazanmaktadir. Bu model,
son yillarda tiiketiciler ve igletmeler vasitasiyla ekonomide deger yaratmaktadir.
Bircok dijital platform; tiiketicilerin sahip olduklarmi, onlar1 kullanmadiklar
donemlerde gecici olarak erisime agik tutmasini saglayarak hem kendilerine
hem hizmet saglayicilarina hem de uygulamay1 tercih eden tiiketicilere fayda
saglamaktadir (Hatipler ve Koksalan, 2021).

Paylasim ekonomisi uygulamalarinin, teknolojinin gelisimi ile paralel olarak
her gecen giin artacagi diistiniilmektedir (Kogak ve Ulema, 2020). S6z konusu
uygulamalar, ¢ok cesitli hizmetlere kolay erisim imkani saglamasi (Varol ve
Varol, 2020), seyahat sikliginda ve kalis siiresinde artig yaratmasi (Tussyadiah ve
Pesonen, 2016), kit kaynaklar1 daha verimli sekilde kullanilmasi gibi 6zellikleriyle
geleneksel ekonomiye bir alternatif One siirerek, sosyoekonomik faydalar
saglamaktadir. Ayrica, geleneksel pazarlardaki rekabeti arttirmakta, iiriinlere
veya hizmetlere erisimi kolaylagtirmaktadir (Varol ve Varol, 2020; Mccormick ve
Leire, 2019).

Paylasimin temelini tiiketim akigkanligi olusturmaktadir. Giiniimiizde geleneksel
tiiketim davraniglar1 giderek degismekte, dijitallesme ile geng kusaklar daha ¢ok dijital
platformlara yonelmekte ve paylasim kavramina 6nem vermektedir. Nesnelerin belirli
bir statii elde ederek, tiiketiciyi sosyal bir sinifin igerisine koyan anlayig olan kati
tiiketimden, akigkan tiiketime dogru bir gegisin yasanmasi, tiikketimin yeni anlamlar
kazanmasini saglamistir (Bardhi ve Eckhardt, 2017). Bu baglamda nesneler giderek
sosyal bir smif veya sayginlik kazandiran bir ara¢ olmaktan ¢ikmustir. Kati modernitede
daha fazla tiiketim yapmak; bireyin diger insanlardan daha iistiin oldugunu gostererek



100 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Sayi: 1, Ocak 2024, ss. 77-110

toplumsal konumunu yiikseltmekte, sahip olma durumu hayati devam ettirme araci
olmaktan c¢ikip, bir gosteris unsuru haline gelmektedir. Akiskan modernitede ise daha
fazla tiiketim giderek anlamim kaybetmekte, bu durum tiiketim kavramimnin yeniden
irdelenmesini gerektirmektedir (Bauman, 2016).

Bu arastirmada, kat1 ve akigkan tiiketim kavramlari, kavramsal boyutta ele alinmakta,
ilgili kavramlar paylasim ekonomisi baglaminda degerlendirilmekte ve literatiirde
yapilmis c¢alismalar incelenmektedir. Literatiirde, tiiketicilerin nesnelerle olan
iligkilerini arastiran daha 6nceki ¢aligmalarda sahipligin, tiiketici kimligi olusturmada
oldukca onemli bir rolii oldugu vurgulanmaktadir. Birgok c¢alismada, akiskan
modernitede; tiiketicilerin 6nemsedigi ve deger verdigi nesnelerin uzun siireli
olmamasi, devamli degismesiyle tiiketici kimliginin de daha akiskan hale geldigi ve
bu nedenle akigkan kimliklerin miilkiyete bagl olmak yerine erisime dayali bir modeli
benimsedigi ortaya konmustur (Bauman, 2000; Bardhi ve Eckhardt, 2012; Bardhi ve
Eckhardt, 2017). Cesitli tiiketici gruplarryla yapilan bazi ampirik arastirmalarla da bu
durum dogrulanmaktadir (Atanasova vd., 2023; Steadman vd., 2023).

Akigkan tiiketim, tiiketicilerin miilkiyet sahibi olmak yerine iiriinlere erismek
istedikleri, kimliklerini miilkiyet temelli nesneler iizerinden neden ifade etmek
istemedikleri, bir marka ile giiclii bir iliskiyi neden kurmak istemedikleri gibi
sorular1 ¢oziime kavusturmaktadir. Akiskan tiiketimde nesneler ile daha gegici
ve milkiyet temelli olmayan iligkiler kurulmaktadir. Sahiplik kavrami, daha ¢ok
kullanim degeri baglaminda ele alinmaktadir (Edbring vd., 2016). Tlgili literatiirde;
kusak ve kiiltiir farkliliklarinin, bireylerin miilkiyet egilimleri {izerinde etkili
olabilecegine dikkat ¢cekilmektedir. Bununla birlikte tiiketicilerin maddi varliklarla
kurduklar iliskiler, yonelecekleri tiikketim anlayisinda da etkili olmaktadir. Ayrica
caligmalarda ne akiskan tiiketimin kati tikketimden ne de kat1 tiiketimin akiskan
tilketimden ayr1 olarak degerlendirilemeyecegi, iki kavramin birlikte ele alinmasi
gerektigi belirtilmektedir.

Literatiirde kat1 ve akigkan tiiketim kavramlarina iliskin yapilan ¢alismalarin son
yillarda artig, gostermesine karsin, kavramlarin heniiz kisith olarak arastirildigi
goriilmektedir. Ulusal literatiirde kati ve akigkan tliketime iliskin yapilan
caligmalarin ¢ok kisitli olmasi, bu konularda daha fazla ¢alisma yapilmasini
gerektirmektedir. Konu iizerine ¢alismalarmm hem ulusal hem de uluslararasi
literatiirde daha ¢ok kavramsal diizeyde gerceklestirildigi ve ampirik caligmalarin
siirlt oldugu goriilmektedir. Bu baglamda tiiketicilerin hangi baglamda kat1 ve
akigkan tiiketim davranisina sahip olduklarinin, kati titketimden akigkan tiiketime
ya da akigkan tiiketimden kati tiikketime gectiklerinin ampirik aragtirmalarla ortaya
konulmas: gerekmektedir. Mevcut calisma betimsel bir arastirmayla konuyu ele
almistir. Gelecek caligmalar, konuya iliskin agiklayict caligmalar yaparak kati ve
akiskan tiiketim kavramlarini farkli agilardan (kusak, kiiltiir, tiriiniin 6nem diizeyi,
farkli tirtin gruplari, giivenlik, etik) inceleyebilir. Ayrica bu ¢aligmada betimsel
analiz yapilmistir. Gelecek calismalar, icerik analizi teknigi kullanarak, daha
detayli ve sistematik incelemeler yoluyla ilgili literatiirii genisletebilir.
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A RESEARCH ON SOLID AND LIQUID CONSUMPTION

EXTENDED ABSTRACT
1. Introduction

Businesses use both online and offline channels together since today consumers
are stronger. Consumers have a tendency to turn the second screen and their
consumption is more liquid. Consumption is seen that it has transitioned from the
phase of solid modernity to the phase of liquid modernity. In liquid modernity, the
concept of rigidity is replaced by flexibility, the concept of certainty, on the other
hand is left to uncertainty and relativity. From this perspective, it can be said that
the basic concept of liquid modernity is “change”.

While the properties, which were seen as a part of the consumer self in the early
days, allowed defining the consumer identity, now the consumers do not have any
consumption property; they can reveal their identities in ways such as sharing,
collaborative consumption, or co-creation (Arnould and Thompson, 2005; Belk,
2014). In liquid modernity based on sharing, consumers show less attachment to
the object instead of revealing their identities through their possessions, thus the
nature of attachment becomes more liquid (Bardhi et al., 2017). In this research,
the concept of consumption; by evaluating two different dimensions solid and
liquid, the infrastructure of the specified consumption patterns will be revealed as
well as how these concepts are handled in the literature. In this direction, national
and foreign literature has been examined and related studies have been evaluated
in terms of certain elements.

2. Literature Review
2.1. Sharing Economy

Today, with the effect of digitalization, internet technology and especially
the possibilities offered by smart devices accelerate the spread of the concept
of sharing. With the social solidarity that started through social networking
platforms, consumers; instead of adopting a hedonic consumption, prefer to have
a sense of pleasure given by sharing (Varol & Varol, 2020). Digitalization has
caused individuals to increase their sharing motive and a new concept called
sharing economy has emerged. Sharing economy; is a popular consumption term
that focuses on accessing goods and services by borrowing or renting them rather
than owning them (Shaheen et al., 2016). In this economy, access to resources and
assets is more important than ownership (Stack, 2020).

There are some digital platforms that successfully apply the sharing economy.
These platforms are; Airbnb, Uber, Zipcar, and Taskrabbit (Sutherland and
Jarrahi, 2018). In recent years, the sharing economy gains value by suggesting
a consumption approach that improves the scope of product use, encourages the
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use of fewer resources, increases social interaction between individuals, and has
a higher environmental awareness (Alonso-Almeida et al., 2020). The sharing
economy has some disadvantages. The first of these is that it serves individual
and economic interests rather than being collective (Varol and Varol, 2020). In
addition, insecurity caused by the lack of legal basis, security problems due to the
use of internet-based technologies, damage to various business sectors, and the
fact that the theoretical foundations have not been fully formed yet (Chasin et al.,
2018; Hatipler and Koksalan, 2021; Kalayci Oflaz, 2019).

2.2. Solid Consumption and Liquid Consumption

Bardhi and Echkhardt (2017) evaluate that the concept of consumption can be
considered in two dimensions “solid” and “liquid”. While Bauman (2000) expresses
how daily life has become uncertain and variable with the concept of “liquid”,
Bardhi and Echkardt (2017) have applied this logic to consumption as well. In this
direction, solid consumption; while dealing with a long-term, property-based, and
materialist form of consumption, liquid consumption; addresses a more accessible
and temporary form of consumption (Kozinets, 2019; Lamberton and Goldsmith,
2020).

It is argued that liquid consumption and solid consumption does not completely
disappear, and both types of consumption coexist. Solid and liquid consumption
concepts are compared at the product level and consumption practices level. In this
comparison, liquid and solid consumption; consumer value, level of ownership,
perceived benefits, and meanings attributed to consumption appear to differ in
many aspects (Bardhi & Eckhardt, 2017).

2.3. Solid and Liquid Consumption in the Sharing Economy

Development of information and communication technologies, the sharing
areas of consumers expand and it becomes easier to reach working activities
(Sepeb>ova et al., 2022). The opportunities and advantages that the sharing
economy brings for individuals are often matched with the concept of liquid
modernity in consumption (Bauman, 2016). Liquid consumption is temporary,
access-based, and dematerialized type of consumption; it is the opposite of the
solid type of consumption that is permanent, property-based, and tangible (Bardhi
and Eckhardt, 2012). Solid consumption gives property owner authorization to
use, exploit and dispose of. It is seen that consumers often attach importance to
the property to reveal their identities, assets, and achievements (Ger and Belk,
1996). Liquid consumption (Ugurluer, 2019), which is more flexible and access-
based, is becoming more and more popular among individuals today. As a result,
factors such as insufficient natural resources and increasing environmental
sensitivity are seen as the motivations underlined by the consumer in the case of
solid and liquid consumption (Gleim and Lawson, 2014; Seval and Unliiénen,
2017).
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3. Method

Within the scope of the research, descriptive research was conducted to identify the
existing academic publications on the concepts of solid and liquid consumption.
The scope of the research consists of studies in the literature on related concepts.
Due to the limited study of both concepts in the literature, the number of scientific
studies included in the research has been limited. Therefore, this study, it is aimed
to examine the existing studies on the concepts of solid and liquid consumption
and to guide those who will do new research by revealing the differences between
the concepts according to certain elements.

Forthis purpose, academic studies with “solid consumption”, “liquid consumption”,
“liquid modernity”, “solid consumption”, and “liquid consumption” in their titles
and/or keywords were searched in different databases. The scope of the research

consists of 21 studies in Turkish and English published on the concepts.
4. Findings

In the literature, it is emphasized that ownership has a very important role in
creating consumer identity in previous studies investigating the relationships of
consumers with objects. In many studies, in liquid modernity, it has been revealed
that the consumer identity becomes more liquid as the objects that consumers
care about and value are not long-term and constantly changing (Bauman, 2000;
Bardhi and Eckhardt, 2012; Bardhi and Eckhardt, 2017).

In liquid consumption, more temporary and non-property-based relationships are
established with objects. The concept of ownership is handled more in the context
of use value (Edbring et al., 2016). In the relevant literature; it is pointed out
that generational and cultural differences can be effective on individuals’ property
tendencies. In addition, it is stated in the studies that neither liquid consumption
can be evaluated separately from solid consumption, nor solid consumption from
liquid consumption and that the two concepts should be considered together.
Studies on solid and liquid consumption in national and international literature
have gained momentum in recent years.

In order to identify the focal points of the studies on solid and liquid consumption,
the keywords used in the related studies were analyzed. The keywords obtained
from a total of 21 academic studies were analyzed with the Voyant tool (https://
voyant-tools.org). The five most frequently used keywords and their frequency of
use are as follows:

Consumption: 22 times, liquid: 19 times, modernity: 8 times, access: 6 times,
consumer: 5 times. In this context, it can be said that the words that stand out as
a result of the visualization made through the word cloud are compatible with the
topics of solid and liquid consumption, and that the concept of liquid consumption
is used more frequently in studies than solid consumption.
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5. Conclusion

Some habits that have changed and transformed over time have also shown their
effectiveness in the context of consumption in recent years. For this reason, it is
important to evaluate consumption in the temporal context and to better understand
changing and transforming consumer behaviors, especially by marketers. When
the current situation is evaluated in the context of consumption, it is seen that the
self of consumers is the sum of what they have and the period in which they create
an identity for themselves with their consumption is left behind. Especially with
the increasing digitalization, it has evolved towards an access-based consumption
approach that allows consumers to be happy with the benefits they provide,
without having to purchase products/services.

Consumption liquidity forms the basis of sharing. Today, traditional consumption
behaviors are gradually changing, with digitalization, younger generations tend to
digital platforms more and give importance to the concept of sharing. The transition
from solid consumption, which is the understanding that puts the consumer in
a social class, by obtaining a certain status of objects, has made consumption
gain new meanings (Bardhi and Eckhardt, 2017). In this context, objects have
gradually ceased to be a means of gaining social class or prestige. Consuming
more in strict modernity; increases the social position of the individual by showing
that he is superior to other people, and the state of possession becomes an element
of showing off rather than being a means of sustaining life. In liquid modernity,
however, more consumption gradually loses its meaning, and this requires a re-
examination of the concept of consumption (Bauman, 2016).

The factthatconsumerdesires are unlimited whereasresources are limited, economic
crises, the increasing importance of sustainable environment, developments in
information and communication technologies have caused consumption habits
to change over time and consumption to evolve into a more liquid behavior
that emphasizes context-based experience. However, if consumption activity
contributes to the formation of consumers’ identity, consumers may have a
more solid understanding of consumption based on ownership in consumption
behavior. Therefore, consumption behavior is differentiated according to the
level of importance of products for consumers. Developments in the nature of
consumption and the increasing importance of a sustainable and responsible
consumption approach constitute the motivation of this study. Although the
concept of consumption has been examined by many researchers in the literature,
studies on the concepts of solid and liquid consumption, which constitute the
dimensions of consumption, are very limited. The unique value of this study is to
examine these concepts, which are very new especially for the national literature,
together and in detail.
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Although studies on the concepts of solid and liquid consumption in the literature
have increased in recent years, it is seen that the concepts are still limitedly
researched. The limited number of studies on solid and liquid consumption in the
national literature necessitates further studies on these issues. It is seen that studies
on the subject are mostly carried out at the conceptual level in both national and
international literature and empirical studies are limited.

In this context, empirical research needs to reveal in which context consumers
have solid and liquid consumption behaviors, whether they switch from solid
consumption to liquid consumption or from liquid consumption to solid
consumption. The current study addressed the issue with a descriptive research.
Future studies can examine the concepts of solid and liquid consumption from
different perspectives (generation, culture, product importance level, different
product groups, safety, ethics) by conducting explanatory studies on the subject.
In addition, descriptive analysis was used in this study. Future studies can expand
the related literature through more detailed and systematic examinations using
content analysis technique.
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LIMAN MERKEZLIi LOJiSTiK PERSPEKTIFINDEN KATMA
DEGERLI LOJIiSTiK HiZMETLERINE iLiSKiN BiR LITERATUR
INCELEMESI

OZET

Yiikleme/bosaltma ve depolama gibi bir limanin geleneksel rolleri, siddetli rekabet
ortaminda artik yeterli olmamaktadir. Misteri gereksinimleri stirekli degisirken, bir
limanin varlik sebebinin yeniden degerlendirmesi ve katma degerli lojistik hizmetler
merkezi olarak yeniden konumlandirilmasi gerekmektedir. Ornegin, tedarik zincirinde
hizmet saglayan aktorler olan limanlar, liman sahasi veya yakin ¢evresinde saglanan katma
degerli lojistik hizmetler ile hizmet verilen kargo tiirlerini genisletebilir ve gelirlerini
artirabilir. Liman miisterileri, 6zellikle de yiik sahipleri, bir limandan ek katma degerli
lojistik hizmetler almaktan ve belirli tedarik zinciri faaliyetlerini ortadan kaldirarak
maliyet avantaji elde etmekten yararlanabilirler. Bu tiir olumlu katkilar, hem mdsteriler
hem de limanlar igin rekabet avantaji elde etmenin anahtaridir. Limanin rekabetgiligini
artirmaya odaklanan 6dnemli sayida arastirma olmasina karsin, liman merkezli bir lojistik
bakis agisina uyum saglamak igin sagladigi katma degerli hizmetleri ele alan az sayida
aragtirma bulumaktadir. Bu nedenle, bu arastirma, bir limanmn liman merkezli lojistik
yaklasimini benimseyip benimsemedigini ortaya ¢ikaran katma degerli lojistik hizmetleri
olusturmaya odaklanmaktadir. Bu amaca ulasmak igin sistematik bir literatiir taramasi
yapilmis ve literatiir taramasinin ilk bulgulari, ulasilan makalelerin yaymlandig: dergiler,
ilk yazarlarin kurumlarinin ilkeleri ve yazarlarin bulgulari hakkinda bazi istatistikler
sunmaktadir. Ayrica arastirma sonuglari, katma degerli lojistik hizmetler icerisinde en
yaygin olarak hafif imalat ve montaj, paketleme ile bilgi ve iletisim teknolojilerinin
yer aldigint gostermektedir. Bu hizmetler, bir liman i¢in rekabet¢i avantaj saglayan
kaynaklar olmalarina ragmen, dinamik bir pazar olan liman endiistrisinde uzun dénemli
stirdiiriilebilir rekabet¢i avantaj saglamak i¢in bu hizmetlerin siirekli olarak iyilestirilmesi
ve gelistirilmesi gerekmektedir.

Anahtar Kelimeler: liman merkezli lojistik, liman lojistik hizmetleri, rekabet avantaji,
katma degerli lojistik hizmetler, kaynak temelli yaklagim
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1.Introduction

In the age of globalization expanding the scope of trade and supply chains, the
transportation sector is as vital as the production phase in developing different
strategies for the differentiated and complex supply chain (Lagoudis et al., 2017).
Ports, which are nodal points in the transportation sector with their leading
positions for complex logistics networks (Mondragon et al., 2012), directly affect
the relations of the parties they serve with their customers and suppliers, and due
to this, port authorities and managers adopt new strategies to adapt to dynamic
market conditions. (Pettit and Beresford, 2009; Lagoudis et al., 2017; Han, 2018).

A firm’s strategic choices and competitive advantage are influenced by “value” (De
Martino et al., 2015). Accordingly, Supply Chain Management (SCM) literature
points out that having an integrated approach to managing activities and processes
throughout the entire supply chain is critical in increasing the value offered to
customers and providing a competitive advantage (De Martino et al., 2015).

Inparallel to this, ports withdraw from being centers that only provide basic services
for ships and cargo and are positioned not only as a part of the transportation
system but also as a major sub-system of production and logistics systems with a
broader perspective, focusing on value-added logistics (Bichou and Gray, 2004).
In other words, ports becoming a value-oriented nodal point (Loh and Thai, 2014),
create a networking site that carries out their transactions and processes and brings
together many different actors of the supply chain (De Martino et al., 2015). As a
reflection of this, the fact that ports offer additional logistics facilities is regarded
as a necessary activity in many ports (Pettit and Beresford, 2009).

Ports determine the port areas that require expansion and the functions that can
be attached to them through the port planning approach, which is one of the key
strategic tools for a port to expand its market share compared to its rivals (Ghasemi
et al., 2020). In addition, Notteboom and Haralambides (2020) emphasized
the necessity of taking action on the port's adaptive capacity and adaptive port
planning, considering the port competition between regions, internalization of port
authorities, and sustainability issues (Ghasemi et al., 2020). Going beyond these,
in today's conditions, ports have to be competitive in their operations that include
the hinterland area, not limited to their area (Mason et al., 2015). In other words,
port authorities can embrace entrepreneurship by making direct investments in
its hinterland or have a facilitating role by making strategic partnerships with
other neighbouring ports or similar facilities such as dry ports and inland ports
(Verhoeven, 2010; De Martino et al., 2015).

The value-creation approach of port authorities aims to attract private investment,
promote the public interest, and reduce the negative externalities created by
all supply chains passing through the port with a collaborative perspective (De
Martino et al., 2015). Within these chains, ports make technology investments,
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resource exchange, and information sharing in order to increase productivity,
efficiency, and customer satisfaction (De Martino et al., 2015).

Therefore, today aportis definedas alocation with infrastructure and superstructures
capable of serving ships and other modes of transportation, moving commodities
between ship and shore, and providing value-adding logistics services (Paixao and
Marlow, 2003). Similarly, Panayides and Song (2008:562) view ports as a part
of a network including multiple logistics and transportation actors with the aim
of adding value to the ultimate customers. Since supply chain strategies add new
roles to ports as logistics centres, transfer centres, or distribution centres, it can be
asserted that the role of a port has evolved from acting as a simple transhipment
centre to a logistics nodal point (Glines and Esmer, 2016). This implies that a port
has grown into a contemporary international logistics centre that offers integrated
logistical services (Yang et al., 2013). Due to the strong rivalry in the port logistics
industry, value-added services have therefore become crucial functions of a port.

In the literature, Port-Centric Logistics (PCL) perspective is mostly addressed
from the point of view of revenue creation from physical flow which covers the
facilities dedicated to cargo-specific services by paying no attention to information
flow. However, a port is at the heart of two kinds of flows: Physical flow and
Information flow. The former is concerned with cargo movement/handling by
means of a port, whereas the latter incorporates operation-related information
for cargo, ship, and other modes of transportation (Paixao and Marlow, 2003:
359). The more a port is capable of performing all of these activities together, the
more it is regarded as a functional solution partner (Paixao and Marlow, 2003). In
addition, some studies such as Chen and Notteboom (2012) and De Martino et al.
(2015) emphasize the need of properly updating and compiling the value-added
logistics services (VALS) offered by a port from the viewpoint of PCL.

Due to the discussion above, the study employs Resource-Based View (RBV) and
Dynamic Capabilities View (DCV) as foundational bases. RBV sees a firm as a
bundle of resources having specific characteristics, which in turn, create competitive
advantage (Barney, 1991), whereas DCV infers that firms have different capabilities,
and these capabilities explain long-term performance differentials among firms
(Teece etal., 1997). While RBV is criticised about being static, DCV aims to respond
to the changes experienced in the environment through integration, adaptation, and
reconfiguration of both external and internal resources (Teece and Pisano, 1994).
We believe that VALS offered within the port area and its proximity could be seen
as resources and capabilities, which will enhance competitive position of ports.
Therefore, creating a list of VALS from a PCL perspective, which is the main aim of
the study, would contribute to the literature.

For this purpose, the study is organized in the following manner. The next part
will offer theoretical background on port-centric logistics approach, followed by
the study's methodology. The study's findings will then be presented, followed by
the discussion and conclusion part.
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2. Conceptual Framework

PCL is described as "the provision of distribution facilities and value-adding
operations in the port region" (Mangan et al., 2008). This approach emphasizes
the integration of freight corridors, inland terminals, and freight transportation
networks as crucial components of PCL (Jeevan et al., 2018). For example, the
quality of hinterland connectivity and land availability are the primary drivers
of the approach’s applicability (Monios and Wilmsmeir, 2012: 217). PCL may
therefore be proposed as a beneficial tool to make a port an active element in the
supply network (Mangan et al., 2008).

A port shows a tendency to offer alternative services because profit earned through
traditional activities is minimal. (Mangan et al., 2008). Despite additional costs
incurred by VALS supplied, the advantages to be achieved via PCL push a port
business and a shipper to embrace this approach (Bouchery et al., 2020). Previous
research (e.g., Chen and Notteboom, 2012; De Martino et al., 2015) regarding
the VALS offered by a port from PCL perspective indicates that there is a need of
these services to be updated. Thus, this study aims to present a VALS bundle that
disclose whether a port is following the PCL approach, and accordingly assisting
a port in increasing its market competitiveness.

From a theoretical standpoint, identifying VALS assists sector experts in gaining
a competitive advantage as these services aid a port in differentiating its services
depending on a Resource-Based View (RBV). RBV has become one of the most
cited theories in especially management studies due to its simplicity, and having an
appealing, easily grasped, and taught core message. (Kraaijenbrink et al., 2010).
One of the pioneers of the theory is Barney (1991) and the scholar identifies firms,
as a collection of productive resources and capabilities that provide a diverse
variety of services, resulting in a competitive advantage. This means the theory
classifies internal resources of the firm to reach sustained competitive advantage
(Kraaijenbrink et al., 2010). These resources could include tangible and intangible
inputs and/or assets like skills, processes, routines, brand names, skilled personnel,
machinery, trade contracts, information, and knowledge. (Barney et al., 2001;
Wernerfelt, 1984).

The idea is further supported by several scholars (e.g. Peteraf, 1993; Raddats and
Easingwood, 2010; Cousins et al., 2008). For instance, Raddats and Easingwood
(2008) and Halawi et al., (2005) confirm that as each company possesses unique
resources, this may lead to long-term and/or sustainable competitive advantage.
According to the theory, superior performance and thus competitive advantage
can be gained if a firm economically produces its products and/or services, and/or
satisfy customers’ needs better than its competitors (Barney, 1991; Peteraf, 1993).

Cousins et al., (2008, p.34) also claims that some specific circumstances aid
the development of long-term superior value. According to the theory, these
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circumstances are called as VRIN characteristics: Valuable, rare, inimitable,
and non-substitutable (Barney, 1991). This can be interpreted as obtaining a
competitive advantage; a firm’s bundle of resources and capabilities should be
valuable through improving firm’s efficiency, effectiveness (Barney, 2001), and
customer satisfaction (Bogner and Thomas, 1994), and the valuable characteristic
of resources are context dependent (Barney, 2001). Moreover, the theory assumes
that the resource’s future value is distributed asymmetrically, thus if the managers
estimate the resource’s future value, the company can gain competitive advantage
over competitors (Kraaijenbrink et al., 2010). The resources should also be
rare, and they cannot be obtained by other firms (Cousins et al., 2008, p.34).
Furthermore, the product and/or a service offered should not be similar to others in
the market, which emphasizes that it should be difficult to imitate by competitors
(Dyer and Singh, 1998). The scholars (e.g. Dierickx and Cool, 1989) provide some
situations in which resources may become inimitable. Barney (1991) states that
having unique historical conditions, social complexity and/or causal ambiguity
may lead to inimitability. For example, being at the right place at the right time
(i.e. unique historical conditions) while developing or improving capabilities
would lead to some advantages which may not be present in other time (Cousins
et al., 2008, p.36). Similarly, social complex resources like culture or reputation
require inputs which are exclusive to a company because they may be produced
through organizational skills and corporate learning (Peteraf, 1993). For example,
the superior financial performance of firms such as IBM or Proctor and Gamble is
found to be related with their organizational culture including managerial values,
and beliefs that are specific to those companies (Barney, 1986). Causal ambiguity
means other companies cannot understand the link between the resources and
the output/product/service, which makes it hard for them to imitate the product
(Barney, 1991). From another perspective, if the resources are imitable, they are
also substitutable, and they may become obsolete with time (Dierickx and Cool,
1989). However, a competitor should not have the same performance by simply
replacing resources with alternatives (Madhani, 2010), otherwise competitive
advantage cannot be reached.

Despite being popular, RBV has also been criticized extensively. For instance, the
theory is criticised through eight categories, including “(a) the RBV has no managerial
implications, (b) the RBV implies infinite regress, (c) the RBV’s applicability is too
limited, (d) SCA (sustained competitive advantage) is not achievable, (e) the RBV is
not a theory of the firm, (f) VRIN/O (organization) is neither necessary nor sufficient
for SCA, (g) the value of a resource is too indeterminate to provide a useful theory,
and (h) the definition of resource is unworkable” (Kraaijenbrink et al. ,2010, p.
351). In another study, El Shafeey and Troot (2014) identify thirteen criticisms,
including, investigating the dilemmas of VRIN characteristics, the static approach
of the theory, the absence of a chain of causality, and excluding the synergetic effect
of a bundle of resources, and being unimplementable in practice. Similarly, Cousins
et al. (2008) question the stability assumption of RBV and asks what happens if the
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market has fluctuations in terms of demand. A good discussion regarding the static
view of RBV is presented by Sanchez (2008, p.49-50):

“RBV ... an essentially static view of the nature of competition and how firms
generate rents... the competitive environments of firms may differ fundamentally
and may span a spectrum from stable (seen largely as a special case) to highly
dynamic (regarded as an increasingly common if not dominant context). Following
directly from this assumption that there are fundamental differences in competitive
contexts is the presumption that different kinds of competitive contexts will require
different kinds of resources, capabilities, management processes, and strategic
logics for a firm to succeed in creating value through competitive interactions.”

As the statement above emphasizes, RBV may overlook the dynamic environment
in which an organization operates, and thus it may be insufficient to explain
the ways organizations could renew their resource base for maintaining their
competitiveness (Teece, 2020). Accordingly, these criticisms produce another
school of thought in this stream of research which is called as dynamic-capability
view (DCV, Teece et al., 1997). DCV acknowledges that markets are dynamic,
and thus firms have different capabilities to acquire and deploy resources (Wang
and Kim, 2017), and these differences are the reasons of long-term performance
variances (Teece et al., 1997). Capabilities, in that sense, are seen as a dynamic
subset of resources and aim to improve other resources’ productivity (Makadok,
1999), and finally help firms develop new strategies to adapt changing market
conditions through combination and transformation of resources in innovative and
diverse ways (Teece et al., 1997; Wang and Kim, 2017). Through integration,
adaptation, and reconfiguration of both external and internal resources, DCV aims
to respond to the changes experienced in the environment (Teece and Pisano,
1994), sense and shape opportunities and threats, and enables organizations to
be agile, flexible, and resilient (Lessard et al., 1994). Thus, DCV refers to “the
capacity of an organization to purposefully create, extend, or modify its resource
base” (Helfat et al., 2007, p.1), which emphasizes that resources are creating a
competitive advantage by bundling with capabilities, and this bundle continually
adapts, integrates, and/or reconfigures into other resources and capabilities
(Armstrong and Shimizu, 2007; Teece et al., 1997). When these resources and
capabilities turned into products and/or services, they create customer value and
competitive advantage, and this demonstrates that DCV complements the premise
of RBV (Wang and Ahmed, 2007).

As ports operate in a complex and volatile environment with diverse resources, they
need to acknowledge the resources and capabilities which could be in the form of
value-added services, and through enhancing, modifying, or reconfiguring these
services, superior value and competitive advantage could be achieved. By offering
a list of value-added services, a port can easily see the ones already provided and
make additions or reconfigure some of them to serve their customers in a better
way and maintain a competitive position in the market.
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3. Methodology

Toidentify VALS offered within the port area and its close vicinity, a systematic literature
review is carried out. For systematic literature review, Web of Science is selected as a
database since it allows access to prominent academic journals whose research areas
are port competition and supply chain management. The research is carried out by
seeking the articles incorporating the keywords such as port centric logistics, port-
based logistics, and port centric logistics zone (See Table 1 for keyword list). These
keywords are searched in both title and topic section. As a result, 143 academic articles
published between 1999-2021 are reached. 105 of them are excluded as some parts
of them are related to medical sciences and some are focusing on another aspects of
port studies such as port dues, port congestion and route optimization. As a result, 38
academic articles are found relevant and added to the final reading list (See Table 1).

Table 1. Keyword List

Web of Science
Keywords Section

Number of Articles  Relevant Number of Articles
Port Centric Logistics Title 5 5
Port — Centric Logistics Title 5 (repeated five) 0 4 (repeated four) 0
Port Based Logistics Title 35 14
Port — Based Logistics Title 3 (repeated three) 0 2 (repeated two) 0
Port Centered Logistics Title 5 5
Port — Centric Logistics Zone Topic 1 1
Port Centric Logistics Zone Topic 1 (repeated one) 0 1 (repeated one) 0
Port Centric Maritime Cluster Topic 1 0
Port — Centered Logistics Topic 1 0
Port — Located Logistics Topic 11 3
Port Located Logistics Topic 95(repeated eleven)84  13(repeated three)10
Total 143 38

Although 38 academic articles are added to the reading list, in order not to miss
any valuable data, the reference lists of the articles are checked as well. By doing
so, additional sources such as reports (i.e., United Nations, 2002; World Bank,
2007), two books (i.e. Mattfeld, 2006; Geerlings et al., 2018;), a discussion paper
(i.e. Acciaro and McKinnon, 2013), and additional 14 academic articles (e.g. Chen
and Notteboom, 2012; Dias et al., 2010; Heitz et al., 2020; Jeevan et al., 2019) are
collected. Thus, the ultimate list consists of 57 data sources in total.

Additionally, a face-to-face exploratory survey is used in the study to acquire the
views of five experts with the aim of further categorization of VALS. Moreover,
purposive sampling is used, and five experts are specified since they work in
different branches of logistics and maritime industry (university, association, or
corporate companies) (See Table 2).
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Table 2. Expert List

Expert Assignments

Member in Maritime Education Programs Evaluation and Accreditation Association
(DEDEK)

Expert2  Co-Head of Logistics Management Department

Expert 1

Expert3  Lecturer (PhD) in Department of Maritime Business Administration
Expert4  Dean of Maritime Faculty
Expert 5 Chief Officer in a Ship-owning Company

The experts are provided with the list of 46 VALS and asked to group them
according to the ports’ general services categorization of World Bank (2007)
which includes value-added logistics (general logistics services and logistics
chain integration services), and value-added facilities. By considering World
Bank classification, 46 VALS are asked to be evaluated by the experts in terms
of compliance to PCL approach, generalizability, availability, and applicability
in Turkish ports.

4.Findings and Discussion

The first bundle of the findings reveals the descriptive statistics such as the
distribution of articles on a yearly basis, and statistics on the affiliations of the
authors. The second part of the findings list the VALS for PCL.

4.1. Descriptive Statistics

The year-based distribution of subject-related sources is presented as a bar graph
in Figure 1. It is seen that most of the studies dealing with the PCL concept are
published between the years 2016-2020. Most of the studies are published in 2018,
2019, and 2020 respectively. According to the year-based distribution analysis of
the sources, it is found that the oldest sources available on the subject are mostly
reports and books. To be more specific, the oldest one is a report published by the
United Nations in 2002. This shows that the research on PCL is in its infancy, thus
further research on this field is surely needed.

10
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Figure 1. Source Distribution by Publishing Years
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The analysis regarding the first authors’ affiliated institutions includes 57 data
sources that consist of 52 articles, 2 books, 2 reports, and 1 discussion paper. The
first authors of the publications are mostly affiliated with institutions in China,
followed by in United Kingdom and Italy, respectively (See Table 3).

Table 3. Affiliated Institutions of First Authors 3

Countries Number of Authors %
China 15 27.2
United Kingdom 6 10.9
Italy 5 9.0
France 3 5.4
Germany 3 54
Portugal 3 54
Taiwan 3 5.4
Belgium 2 3.6
Turkey 2 3.6
Spain 2 3.6
The Netherlands 2 3.6
South Korea 1 1.8
Czecia 1 1.8
Greece 1 1.8
India 1 1.8
Malaysia 1 1.8
Norway 1 1.8
Poland 1 1.8
Sweden 1 1.8
United States of America 1 1.8
Total 55 99.3

The affiliation distribution shows that PCL is mostly and understandably studied
in countries with major maritime trade. However, it should be noted that service
demands may come from a landlocked country. Therefore, taking a dyadic view
would shed further light on PCL research. A dyadic perspective may not even
be adequate since there are multiple partners in the chain who contact and have
operations with/through ports. Thus, future studies may focus on the channel
partners' perceptions, relationships, and the challenges of processes with multiple
partners, which may require the collaboration of researchers from several countries.

5 The reports prepared by the United Nations and the World Bank are excluded from the assessment as these
reports are prepared institutionally. Thus, the analysis covers 55 data sources.
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The Journal of Coastal Research and Journal of Transport Geography are the
ones that mostly published regarding PCL concept (See Table 4). As expected, the
PCL approach is found to be addressed by maritime discipline mostly, and most
of the journals are indexed in Science Citation Index Expanded (SCIE). However,
PCL cannot be restricted to maritime discipline merely. As ports are operating
in a complex network, the research on ports could be multi-disciplinary which
would produce further research areas. For instance, as ports are a part of several
supply chains, logistics and supply chain fields could benefit from the studies in
PCL. However, there are only a few studies in journals such as The International
Journal of Logistics Management, Supply Chain Management An International
Journal, Transportation Research Part A, and Part D. Journals on sustainability
(e.g. Environment Development and Sustainability, Journal of Cleaner Production,
Sustainability Journal) may be another focus for future studies, as ports could be a
centre for economic and environmental pillars of sustainability. Ports can also be
studied from a managerial perspective, indicating, for example, the relationships
between the employers and employees, or the relationships between ports and
chain partners such as liners, forwarders, customs, and governments, which may
also affect the social pillar of sustainability. Finally, PCL could be investigated
from a marketing perspective, as well. Ports are basically providing services for
multiple customers which makes customer satisfaction harder as these diverse
partners may have different goals and risk preferences. This also makes customer
relationship management more complex, difficult, and important. Furthermore,
ports are also centres of services. However, although the complex and dynamic
service operations run in ports may be another focus for research, there are no
papers published in services marketing journals for now.

Table 4. Journal List
Journals Frequency % Index
Journal of Coastal . L
9 17.3 Science Citation Index Expanded (SCIE)
Research
Journal of Transport . ) o
6 11.5 Social Sciences Citation Index (SSCI)
Geography
Maritime Policy and . . o
6 11.5 Social Sciences Citation Index (SSCI)
Management
Maritime Economics & . . L
3 5.7 Social Sciences Citation Index (SSCI)

Logistics

Similar to the most preferred journal list for the publication, these journals are
indexed in the science citation index which is not a surprise since it is observed
that the quantitative research method is the common method for these articles.
For instance, Weia and Dong, (2019) addressed optimization problem of inland
import and export freight transport by using diverse scenarios utilizing a bi-
objective mixed integer programming model. Similarly, Zhou (2020) examined
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the correlation between Nanjing Port's® port and container handling capacities
and its gross production, total imports and exports, total profit of large-scale
industrial enterprises, gross industrial output value, fixed asset investment, gross
output value of the construction industry, and total retail sales of consumer goods.
In another study, Cao (2019) puts forward a game model to assess a port logistics
park developed based on a public-private partnership and asserted that each party
needs to be repositioned considering local forces. Tailoring themselves according
to changes occurring in time and setting investment strategies in compliance
with its own development plan and operation style is also a must. In order to
assess service quality of international logistics centers of Taiwan ports, Liang
et al., (2002) exploited the fuzzy quality function deployment approach, and the
attributes of the service quality is listed as follows: (1) provision of door-to-
door delivery for international customers, (2) transport cost, (3) logistics center
operation efficiency, (4) accident handling (5) port operation efficiency.

Table 5. Research Type Distribution’

Research Type Number %
Quantitative 24 42.1
Qualitative 18 315
Mixed 15 26.3
Total 57 99.9

Although the majority of the articles are quantitative, there are also considerable
number of articles that used qualitative and mixed research methods (See
Table 5). In terms of research methods, as PCL is related with a specific area,
most of the article researches are systematized by a case study consisting of a
quantitative and a qualitative analysis (See Table 6). The case study is followed
by a quantitative analysis such as optimization and multi criteria decision making
models. Optimization models (e.g. bicriteria optimization model and interport
model) are mostly employed for port-hinterland container logistics systems’
economic analysis and strategic planning (Iannone, 2012), development strategy
planning of coastal port logistics (Zhao, 2020), container depots (Palacio et al.,
2016), location selection problem for dry port (Wang et al., 2018), and measuring
advantages and disadvantages of intermodal solutions (Iannone and Thore 2010).
On the other hand, multi-criteria decision-making model covers Analytical
Hierarchy Process (AHP), Analytical Network Process (ANP) and Decision-
Making Trial and Evaluation Laboratory (DEMATEL), for making a port central
point in regional trade (Kim et al., 2020), and for exploring the barriers to port-
centric supply chain integration from the viewpoint of emerging economy and
multi stakeholder perspective (Venkatesh et al., 2020) (See Table 7), which will be
detailed while discussing research method distribution (See Table 7). Qualitative

6 the largest inland port in China.
7 Research type analysis covers all of data sources found as a result of the research.
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analysis includes case study, viewpoint, content analysis and literature review,
and it is used to shed light on different aspects of PCL. For instance, Mangan et
al., (2008) suggested that from supply chain management perspective, ports could
play different roles that cannot be limited to their traditional roles, whereas Shi
etal., (2011) assessed RFID application in terms of operational activities in port-
based container logistics, and concluded that the container transportation industry
is in the beginning phase of adapting RFID application into operational processes.
In another study, Rodrigue (2017) underlined the necessity of port and logistics
development projects for Panama, which is a leading intermediary position in the
global liner transport network, to maintain its advantageous position. Notteboom
(2016), similarly, investigated the applicability of adaptive capacity-building
methods for container ports on rivers to maintain their competitive positions in the
port systems. Furthermore, the author highlighted the subjects such as the broader
public policy and power and politics which should be brought to the table while
addressing the future of such ports.

Table 6. Research Method Distribution®

Research Method Number %

Case Study 23 37.0
Optimization 11 17.7
Multi Criteria Decision Making Model 8 12.9
AHP 5 8.06
DEMATEL 2 3.22
ANP 1 1.61
Factor Analysis 3 4.83
Fuzzy Logic 3 4.83
Regression Analysis 3 4.83
Viewpoint 3 4.83
Action Research 1 1.61
Content Analysis 1 1.61
Critical Review 1 1.61
Descriptive Analysis 1 1.61
Descriptive Statistics 1 1.61
Genetic Algorithm 1 1.61
Gray Correlation Analysis 1 1.61
Literature Review 1 1.61
Total 62 99.8

8 There is more than one book chapter related to PCL in a book. However, the research methods of some book
chapters are not specified. Moreover, some articles used multi-method. Therefore, the total number in the
article list is more than 57.
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When the results are analysed according to their theoretical foundation, it is
observed that most of articles did not clearly mention the theories used in the
content. Optimization research method uses its own theoretical foundation, which
is out of expertise of the authors, and thus it is not included within the scope
of this study. Some of the studies employs theories such as Logistics Theory,
Location Theory, Resource Based View, Contingency Theory, and Game Theory.
However, it is clear that there is a need of a generating theoretical foundation for
the port-centric logistics approach from a managerial and/or marketing point of
view which supports the lack of papers in management (e.g.: logistics, supply
chain) and marketing journals.

A further analysis is conducted for the distribution of the keywords according to
the disciplines they follow. The list consists of 5 categories covering “Logistics and
Supply Chain”, “Economics”, “Information Technology/Information Systems”,
“Marketing”, and “Management”. “Logistics and Supply Chain” category includes
terms such as supply chain, logistics, container, as well as port-related terms such
as port, port selection, and port operation. "Economics” is a category that covers
concepts such as economic loss, transaction cost, and cost minimization, while
"Information Technology/Information Systems" is a category that consists of
concepts such as big data, cloud computing, and automatic identification system.
Marketing-specific terms such as value creation, customer satisfaction, and location
competitiveness collected under the "Marketing" category, whereas management
and integrated management terms are issued under the "Management" category.
(See Table 7).

Table 7. Keyword Distribution

Keyword Categories Frequency %
Logistics and Supply Chain 129 86.0
Economics 7 4.6
Information Technologies / Information Systems 6 4.0
Marketing 6 4.0
Management 2 1.3
Total 150 99.9

“Logistics and Supply Chain" is the category that covers the most keywords,
however; there are few papers in journals focusing on Logistics and Supply
Chain. "Economics" and "Information Technologies/ Information Systems" and
“Marketing” categories follow ‘““Logistics and Supply Chain”, respectively.
Although our aim is to group keywords according to the related disciplines, most
of the articles include keywords related with the methods used or they highlight
the location conducted in the studies. For methods, the most mentioned keywords
were AHP, ANP, DEMATEL, optimization, and game model, which supports the
higher rates of quantitative studies. Moreover, in keywords, the locations in which
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the studies conducted are also listed. Singapore, Hamburg, and Antwerp are the
most repeated ones as the mentioned cities have the biggest ports in the world.
The next chapter will present results regarding VALS in PCL, which is the main
research question of the study.

4.2. Value-added Logistics Services in PCL

The main research question of the study is to investigate VALS within PCL
perspective. The analysis presents 46 VALS, and the most mentioned VALS in the
prior literature were light transformation and modification (10%), light production
and assembly (6.7%), information and communication technologies (5.8%), and
packing (5.04%).

Light transformation and customization services include adding and/or changing
a product in response to customer requirement (Mendonga and Dias, 2007: 691).
Likewise, light manufacturing and assembly is defined as manufacturing and/or
assembling some products and/or product parts in a port area. This value-added
logistics service is commonly available for goods such as wind turbines and
automobiles (Akbari et al., 2017; Mendonga and Dias, 2007), and some ports must
provide these services due to local regulatory bodies and cultural drivers (Rodrigue,
2017: 26). Providing this adding-value service may lead to firms reducing the
time needed in market entry, thereby achieving a first mover advantage. This
also supports RBV which infers that “a holder of a resource is able to maintain
a relative position vis-a-vis other holders and third persons...someone already
has the resource affects the costs and/or revenues of later acquirers adversely”
(Wernerfelt, 1984, p.173).

Information and communication technologies, which cover applications such as
tracking and tracing systems (e.g. Munuzuri et al., 2016), barcoding (e.g. Kim
et al., 2020), and RFID (e.g. Shi et al., 2011), enable information sharing and
data exchange between supply chain members (Eliza et al., 2013: 39). Within
these technologies, tracking and tracing systems might be viewed as an utmost
distinctive service by a firm as these systems enable traceability. Such a service
is needed not only by business partners but also by end customers. For example,
a firm may achieve a competitive advantage by offering tracking service to a
customer who ordered an automobile from overseas. Moreover, traceability is a
very critical technology needed if a product is damaged, or a problem arises. From
the point of view of marketing, problems/failures are inevitable while providing
services, and the actions that differentiates a company/a port from others are the
ones done to respond to a failure (Gronroos, 1998). Thus, apart from tracking/
tracing, and informing customers regarding the whereabouts of the freight, the
ability to be agile in terms of offering a recovery to a problem/failure takes a
port one step ahead of its competitors. In such a case, the dynamic ability to
reconfigure resources to create easy and quick solutions, which supports DCYV, is
key to improve customers satisfaction.
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A port is an important hub, an intersection of intermodal/multimodal transport,
as well as a logistics centre that manages goods (cargo) and people (passengers)
(Bichou and Gray, 2004:53). "Intermodality" here is associated with the
connectivity of various transportation modes and nodes (Bichou and Gray, 2004:
51), and it is generally related with infrastructure and superstructure. Therefore,
for instance, creating an interconnected facility with other transport modes may
create a non-substitutable resource, whereas the superstructure of a port may lead
inimitability of the resources and capabilities.

Packing is a protective coating that allows damage-free cargo operations and it is
also a transportation requirement for goods like grain. From a theoretical point of
view, packing could also be a valuable resource. Accordingly, providing packing
services help companies and ports create five rights of logistics (right items, place,
time, cost and condition), and form utility which induces competitive advantages
(Lambert et al, 1998). According to Porter (1980:37), a firm may improve its
competitiveness and earn above-average returns by offering distinctive goods or
services. As mentioned above, a port gains a competitive advantage by not only
providing traditional services but also providing VALS obtaining VRIN (valuable,
rare, inimitable, non-substitutable) characteristics. On the other hand, as the
market is unstable, VALS needs to be rearranged by ports according to changing
customer requirements and the alterations in the macro and micro-environment,
supporting DCV.

These findings gave us the idea to further group the value-added logistics services to
provide a more comprehensive understanding and better managerial implications.
As mentioned above, the opinions of experts were collected for getting a better
picture regarding value-added logistics services.
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Figure 2: Value-Added Logistics Services from PCL Perspective
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As a result of the expert view, VALS such as "storage at ports", "weighbridges",
"warehouse owned and operated by port" and "safety and security services" are
excluded based on the consensus of experts. The reason of this exclusion is that
these services are the traditional functions of a port, so they cannot be included
as value-added inputs. In addition, “Air and Maritime Logistics Coordination”
is also excluded from the scope as it is a service offered specifically by one port
throughout the world, and therefore it is not a generalizable service for ports. As
a result of expert evaluation, VALS are further classified under the categories
of ““basic logistics activities”, “supportive logistics activities”, ““specialized
services”, ‘‘connection services”, ‘‘communication services”, ‘‘production
assembly services” and ‘“‘custom services” (See Figure 1, and for detailed
explanations See Appendix 1).

This classification could be used to enhance competitive position of ports. From a
theoretical point of view, basic logistics activities could be considered as valuable,
however, they can also be imitable if the competitors have the capital. Thus, it
will be better to support them with a service that is rarely provided such as cross-
docking. Moreover, connection services such as railway infrastructure may give a
competitive advantage to a port through inimitability and non-substitutability due
to settling at the right place at the right time (i.e.: unique historical conditions).

In general, from RVB perspective, specialized services could include all VRIN
characteristics, however, it may be argued that a competitor may also imitate these
specialized services in time. For instance, the effect of technology, which constantly
changes, cannot be ignored in the port operations. Technologies and infrastructures
such as mobile devices, automatic identification systems, big data and predictive
analytics, internet of things, blockchain, and cloud-enabled platforms have been
used in ports and these could be sources of sustainable competitive advantage
(Wamba et al., 2017) through facilitating innovation (Yiu, 2012), better customer
relationship management, improving risk management capabilities, resilience,
robustness, and visibility increasing efficiency and thus, overall performance
(Gunasekaran et al., 2017; Kiron, 2013). The ability to recognize and add these
technologies to, for instance, communication services, and reconfigure them when
the environment and/or requirements of partners changes could improve a port’s
competitive position, whereas missing the developments in technology may lead
to dissatisfaction, and thus decreased customer retention rates.

Therefore, this VALS list provided should be regarded as a starting point for ports.
They should acknowledge which services they provide and which could be added
as value-creators for customers. However, as the requirements of the customers,
and conditions of environment changes, port managers/operators should seize
the resources/capabilities again to adapt accordingly. The competitive advantage
created through resources (VALS in this case) could be sustained only through
orchestrating these services as the environment changes.
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5. Conclusion

This study’s aim is to present a systematic review of VALS from PCL perspective
and creating a VALS bundle for PCL depending on a comprehensive analysis. For
this purpose, a systematic literature review, covering not only articles but also
additional sources such as books, reports, and discussion papers, is conducted
to reveal the journals publishing the articles regarding the port-centric logistics
approach with their index details, and article-specific details such as research type,
data collection tool, research method, theoretical distribution, keyword distribution,
publishing years, the countries of most of the first authors’ affiliated institutions.
This descriptive analysis of literature produces some recommendations for future
research.

The study shows that PCL research is in its infancy. The subject is mostly studied
in maritime field, and thus the papers published with mostly quantitative methods
in maritime journals. However, ports are serving as a serving hub or a factory
for several supply chains, having contacts with various partners and operating
in a complex, dynamic environment to aid transportation of different products
to ultimate customers. Therefore, as the operations run in a port has a multi-
disciplinary nature, future research is needed for PCL in diverse fields, especially
in logistics and supply chain management, sustainability, and marketing. In terms
of sustainability, future studies can evaluate the potential environmental impacts
of ports (Bouchery et al., 2020).

Studying PCL through a supply chain lens, future studies can analyse the multi-
actor nature of the relationship among the port users benefiting from value-
added services offered under PCL view (Bichou and Gray, 2004; Bouchery et
al., 2020;) and this could help partners to understand each other’s actions and
the effects of these actions on other partners in a better way, which in turn, may
increase the integration and collaboration between partners, resulting with a better
overall performance. Therefore, on the contrary to previous literature, qualitative
studies may shed further light on the dynamics of these complex and multi-
agent relationships. Researches from services marketing perspective, may help
practitioners improve service quality through investing in technical and functional
quality as mentioned in Gronroos’s model (Gronroos, 1984). This also increases
the diversity of theories used in current literature on PCL.

In addition, this study focuses on determining the set of PCL criteria regardless
of its cost and other requirements. Thus, studies reflecting cost and other
requirements can provide significant contribution to PCL literature (Akbari et al.,
2017). Furthermore, PCL approach based on specific cargo types is not addressed
in this study. Therefore, PCL perspective can further be analysed by considering
specific cargo types such as offshore wind farms (Akbari et al., 2017), vehicles
(Dias et al., 2010) and perishable cargoes (Filina-Dawidowicz and Wiktorowska-
Jasik, 2021). Similarly, as PCL criteria and its related applications can change
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and vary in different regions and countries, studies addressing PCL from region-
specific and country-specific perspective can contribute to increase the set of PCL
criteria (Haralambides et al., 2011; Yang et al., 2013; Gilines and Esmer, 2016;
Heitz et al., 2020; Filina-Dawidowicz and Wiktorowska-Jasik, 2021).

Using RBV and DCV as foundations of the study is another contribution to the
field. Despite being a popular theory, PCL literature rarely use these theories. The
reason could reside in the criticism of RBV which states that RBV fails to offer
applicable measurement to resources (Lockett et al., 2009). This also supports the
high number of quantitative studies in the field. However, RBV and DCV identify
bundle resources having VRIN characteristics which may lead to competitive
advantages. Accordingly, this study contributes to the literature by providing a list
of resources for ports (i.e.:VALS from PCL perspective).

As for the main purpose of the study, the results indicate 46 different types of
services reformed through gathering expert opinions. The final VALS list is based
on seven titles including basic logistics, supportive logistics, specialized logistics,
connection, communication, production and assembly, and customs services.
Within these services, light transformation and customization, information
and communication technologies, packing, light manufacturing and assembly,
and intermodality are the most frequently used criteria. These most frequently
mentioned services come from different headings (See Figure 1), however
light transformation and customization, light manufacturing and assembly,
intermodality, and packing indicate that the studies produced in this subject mostly
focus on the physical flow in the ports.

In practice, by offering VALS, a port may expand its customer base which may
include many industries, including automotive, textile, and white goods. These
industries may benefit from time and speed savings by shifting some activities
(such as packing, light transformation, customization, light manufacturing and
assembly) outside their plants, and have more resilience, which are both valuable
and non-imitable for customers. Although different ports may provide these
services, the time advantage and quality created depend on the workforce and their
capabilities which is gathered/orchestrated by managers/operators in port. This
also supports Sirmon et al.’s (2007) view on the importance of top management’s
capability building via orchestrating resources.

From the theoretical lens of RBV, most ports are not able to provide the most
frequently mentioned services due to such barriers as land limitation, cost
restriction, and qualified human resource requirements, ports with these resources
become distinctive. The categories of specialized services and production
assembly services cover very exclusive services dedicated to specific product
groups such as vehicles and white goods. Within these categories, quality control
and testing service, light manufacturing and assembly, and light transformation
and customization require high initial investment costs, available land area, and
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a qualified labour force. Similarly, PDI and multi-story car parks listed under the
VALS category of specialized services are dedicated to vehicle manufacturers and
few ports can have the potential to provide these services in terms of mentioned
limitations. Most of the ports do not have any freight village connection and
intermodality due to similar deficiencies, as well. Considering this situation, ports
increasingly focus on a specific cargo type and deploy their limited resources for
a relatively small-scaled market (Giilcan et al., 2014; Turbaningsih, 2022; Park et
al., 2023). Ports that can make such big investments have a competitive advantage
from the theoretical lens of RBV. In terms of DCV, such an advantageous position
can be strengthened if these resources are improved and reconfigured by observing
market-specific trends.

Information exchange executed regularly and precisely is another important
value-added logistics service supplied by a port, since it keeps its customers
on the land side and the seaside informed and simplifies their supply chain
routines. Therefore, information and communication technologies are another
frequently mentioned VALS which emphasizes information flow. As mentioned
above these technologies facilitate innovation, better customer relationship,
improved risk management, efficiency, visibility, and thus overall performance
of ports. For instance, the estimation of a resource’s future value by managers
may develop competitive advantages over competitors (Kraaijenbrink et al.
,2010). Thus, for instance, adapting big data analytics and blockchain in a port
in East Mediterranean enables the improvement of ports’ competitive positions
as most of the multinational companies (e.g. Amazon, Alibaba, Samsung, etc.)
have already been using these technologies. Easy adaptation with the systems
of these companies will increase the market share of ports, and help finding new
customers.

RBYV acknowledges that it is not possible to create competitive advantage only
with resources (Gunesekaran et al., 2017). To sustain the competitive advantage
gained by VRIN characteristics, ports should add and/or transform the resources,
capabilities, and services they provide. As a result, a port may be able to better
position itself in the competitive environment. Additionally, addressing these
services through the lens of dynamic capabilities contributes a port in terms of
flexibility, agility, and resilience (Lessard et al., 2016). A port might generate
resources that are difficult to imitate through reconfiguring VALS considering
consumer requirements and recognize and/or capitalize on opportunities and
avoid environmental threats in a dynamic market.
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Appendix 1: VALS from Port-Centric Logistics Perspective

Basic Logistics

Reference (Author/

Definiti
Activities ehnition Year)
Availability of a logisti k that is intended
o Va1a11y0a0g1s1‘cs‘par. at is intende Cao, 2019: Chen and
Logistics Park for the management, distribution, and transpor-

Distribution Center
at ports owned by
shippers

Dry Port as an Ex-
tension to an Exist-
ing Seaport

Multi - Tenant Lo-
gistics Platforms
Warehouse at port/
located in close
vicinity of port and
operated by shippers
Purpose-built Ware-
house Located in an
Offshore Distribu-
tion Center

Empty Container
Depot

Cold Storage Facility

Distribution Park

Seaport - Dry Port
Dyad

Inventory Manage-
ment

tation of different products.

Availability of distribution centers at port or its
close vicinity owned by shippers.

A dry port creates a direct link between inland
intermodal terminal and a seaport(s). It employs
high-capacity transportation means, particularly
railway, and customers can leave and/or get
their orders through these places as if they were
going straight to/from a seaport.

Availability of logistics platforms used by mul-
tiple port users on a joint tenancy basis.

Availability of warehouse, that is operated by
shippers, located at seaport or its close vicinity.

Availability of warehouse located in an offshore
distribution center owned and operated by large
shippers to store and customize their basic
products at port area or its proximity.

Availability of a depot dedicated to empty con-
tainer storage within the port area.

Availability of refrigerated facilities dedicated
to keeping perishable goods such as fruits, veg-
etables, and chicken fresh within the port area.

Distribution parks, (i.e., distri-park) are the
centers including facilities for all types of
distribution activity and providing such added
value services as assembling, labeling, re-
packing, storage, and stripping and stuffing of
containers.

Availability of integrated logistics service de-
pending on a joint management form of a sea-
port and a dry port connected each other.

Availability of management service enabling
goods can be stored in the designated port areas
and orders can be organized.

Notteboom, 2012

Demirbas et al., 2014;
Mangan et al., 2008;
Monios and Wilmsmei-
er, 2012

Wang et al., 2018

Monios et al., 2018

Heitz et al., 2020;
Mangan et al., 2008;
Monios and Wilmsmei-
er, 2012

Monios and Wilmsmei-
er, 2012

Heilig and VoB, 2017;
Roso et al., 2009

Filina-Dawidowicz and
Wiktorowska-Jasik,
2021; Rodrigue, 2017

Acciaro and McKin-
non, 2013; Geerlings et
al., 2018

Jeevan et al., 2019;
Roso et al., 2009; San-
tos and Soares, 2017

Giines and Esmer,
2016; Kim et al., 2020;
Rodrigue, 2017; United
Nations, 2002
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Supportive Logis-
tics Activities

Cross - Docking

Cargo Classification

Cargo Consolidation
- Deconsolidation

Packing

Repackaging

Re-use

Palletization

Stripping/Stuffing

Specialized Services

Cleaning Facilities

Container Repair and
Maintenance

Pre-delivery Inspec-
tion (PDI)

Definition

Availability of unloading goods from a truck
or railroad car and then reloading to outbound
trucks and trains by eliminating supply chain’s
storage link.

Availability of distribution of cargoes carried
by their sections, groups, types, positions, and
destinations within the port area. This activity
also covers sorting service offered.

Consolidation is the technique of uniting many
small shipments from various cargo owners
into a single truck or container to be transported
together. In deconsolidation technique, instead
of uniting shipments from various cargo owners
into a single transport, various items from a sin-
gle cargo owner will be divided up into smaller
groups and carried to their end destination sin-
gly of each other.

Availability of packaging service of compo-
nents or finished goods by managing dam-
age-free cargo operations.

Availability of repacking service of components
or finished goods to carry out cargo operations
problem-free.

Availability of container reuse service.

Placing products on pallets to enhance and ease
future shipment.

Availability of emptying imported cargoes from
containers and loading exported cargoes to
containers.

Definition

Availability of facilities dedicated to container
cleaning within the port area.

Availability of container repair and mainte-
nance service within the port area. _

Availability of final control service of a car to
make sure it is working mechanically without
any defects and prepared for a safe drive.

Reference (Author/
Year)

Monios et al., 2018

Bouchery et al., 2020;
Kim et al., 2020; Mo-
nios et al., 2018

Bouchery et al., 2020;
Venkatesh, 2020

Chen and Notteboom,
2012; Geerlings et al.,
2018; Giines and Es-
mer, 2016; Kim et al.,
2020; Venkatesh, 2020;
Zhou, 2020

Geerlings et al., 2018;
World Bank, 2007

World Bank, 2007

Bouchery et al., 2020;
Geerlings et al., 2018

Bouchery et al., 2020;
Monios et al., 2018;
Roso et al., 2009

Reference (Author/
Year)

Heilig and VoB, 2017;
World Bank, 2007

Heilig and VoB, 2017;
Roso et al., 2009;
World Bank, 2007
Dias et al., 2010; Mat-
tfeld, 2006; Mendonga
and Dias, 2007
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Logistics Company
owned by Seaport
and that has Trailer
Fleet

Trailer Renting and
Leasing

Multi Storey Car
Park

Parking Facilities

Buffering

Offices/World Trade
Center (WTC)

Hotels, Restaurants,
Shops

Repair and Mainte-
nance

Truck Maintenance
and Repair Facilities

Connection Ser-
vices

Freight Village Con-
nection

Intermodality

Railway Infrastruc-
ture

Communication
Services

Information and
Communication

Availability of a logistics company with a fleet
of trailers owned and operated by the seaport.

Auvailability of trailer renting and leasing ser-
vices by a seaport.

Availability of a multi-story vehicle parking fa-
cility used in vehicle transshipment operations
within the port area.

Availability of final control service of a car to
make sure it is working mechanically without
any defects and prepared for a safe drive.

Availability of a parking space dedicated to car
manufacturers to be parked their cars when the
parking spaces at the seaport are full.

Availability of office buildings dedicated to
the cargo-related parties and trading centers to
make business contacts.

Auvailability of hotels, restaurants, and shops

to meet port users' accommodation, food and
beverage, and various shopping needs.
Availability of repair and maintenance facilities
dedicated to damaged containers and roll-on-
roll-off cargoes.

Availability of truck maintenance and repair
facilities.

Definition

Availability of connection between an inland
freight village and a seaport.

Availability of port infrastructure and super-
structure elements complying with intermodal
transportation requirements.

Availability of railway infrastructure elements
within the port area.

Definition

Adequateness of a seaport in having and dis-
seminating information to provide effective and
efficient service.

Mangan et al., 2008

World Bank, 2007

Mattfeld, 2006

Mendonga and Dias,
2007; World Bank,
2007

Dias et al., 2010; Men-
donga and Dias, 2007

Akbari et al., 2017,
World Bank, 2007

World Bank, 2007

Roso et al., 2009;
World Bank, 2007

World Bank, 2007

Reference (Author/
Year)

lannone, 2012

Beresford et al., 2004;
Bichou and Gray,
2004; Bouchery et al.,
2020; Eliza et al., 2013

Acciaro and McKin-
non, 2013; De Martino,
2015

Reference (Author/
Year)

World Bank, 2007
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Information and
Communication
Technologies

Production Assem-
bly Services

Quality Control and
Testing Service

Light Manufacturing
and Assembly

Light Transformation
and Customization

Custom Services

Customs Facilities

Inspection

Adaptiveness of a seaport to information and
communication technologies such as tracking
and tracing systems, RFID, and barcoding.

Definition

Availability of quality control testing services
provided to products.

Availability of light manufacturing and final
assembly service to some product components
in the dedicated facilities located in the port
area or its close vicinity.

Auvailability of facilities and service areas locat-
ed in the port area to offer additional services
and alterations to a basic product according to
the consumers’ demands like labeling.

Definition

Availability of facilities dedicated to carrying
out statutory checks with minimal impact on
the logistics process within the port area. In
these facilities, import and export documents
are submitted by relevant parties such as freight
forwarders, importers, agents, shipping compa-
nies, terminals, and transporters.

Auvailability of cargo-related test and control
service areas.

Beresford et al., 2004;
Eliza et al., 2013; Kim
et al., 2020; Mattfeld,
2006; Monios et al.,
2018; Munuzuri et al.,
2016; Shi et al., 2011

Reference (Author/
Year)

Mendonga and Dias,
2007; United Nations,
2002; World Bank,
2007

Bouchery et al., 2020;
Chen and Notteboom,
2012; Dias et al., 2010;
Geerlings et al., 2018;
Gilines and Esmer,
2016; Kim et al., 2020;
Mattfeld, 2006; Men-
donga and Dias, 2007,
Monios and Wilmsmei-
er, 2012; Monios et al.,
2018; United Nations,
2002; World Bank,
2007

Akbari et al., 2017;
Chen and Notteboom,
2012; Giines and Es-
mer, 2016; Mattfeld,
2006; Mendonga and
Dias, 2007; Rodrigue,
2017; United Nations,
2002; World Bank,
2007

Reference
Year)

(Author/

Chen and Notteboom,
2012; Giines and Es-
mer, 2016; Roso et al.,
2009; World Bank,
2007

(Kim et al., 2020)
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SOSYAL MEDYA FENOMENi PAZARLAMASINDA BENLIiK UYUMU
ALGISININ SATIN ALMA NiYETi UZERINDEKI ETKISi:
PARA-SOSYAL ETKILESIMIN ARACILIK ROLU !

Miizeyyen GELIBOLU ?

0z

Teknolojinin gelismesiyle sosyal medya mecralarinda yasanan doniisiim sosyal medya
fenomenlerine (SMF) kullanicilartyla yakin iligkiler gelistirmesine olanak saglamistir.
Para-sosyal etkilesim olarak adlandirilan bu iligki tiiketici davranislarini yonlendirmesi
acisindan markalar ve isletmeler i¢in dnem arz etmektedir. Bu calismada tiiketici
ile SMF arasinda gelisen para-sosyal iliskinin ger¢ek benlik uyumu ile ideal benlik
uyumunun satin alma niyetindeki iligkisindeki aracilik etkisi ele alinmistir. Bununla
birlikte tiiketicilerin para-sosyal etkilesim diizeyinin kullanilan sosyal medya tiirline gore
farklilasip farklilasmadigi arastirilmistir. Caligma nicel aragtirma yontemi ile yapilmistir.
Caligmanin 6rneklemini 18 yas ve {istii sosyal medya kullanan tiiketiciler olusturmakta
kolayda 6rnekleme yontemi kullanilmistir. Cevrimici anket teknigi ile 226 6rnek birime
ulasilmistir. Veriler kismi en kiiciik kareler yapisal esitlik modellemesi (Smart PLS)
kullanilarak analiz edilmistir. Farklilik analizleri Mann Whitney U testi ile analiz edilmistir.
Caligma sonucunda para-sosyal etkilesimin benlik uyumu tiirleri (gercek ve ideal benlik)
ile satin alma niyeti arasinda aracilik etkisi oldugu bulunmustur. Bununla birlikte Tik Tok
ve SnapChat kullanan tiiketicilerin para-sosyal etkilesim diizeylerinde anlaml1 bir farklilik
oldugu, Twitter, YouTube, Instagram and Facebook kullanicilarinin olmadig1 sonucuna
ulasilmistir. Calisma sonuglari ile ilgili kuram gelistiricilere ve uygulayicilara oneriler
sunulmustur.

Anahtar Kelimeler: Sosyal medya fenomenleri, benlik uyumu, para-sosyal etkilesim,
satin alma niyeti

DOI: 10.15659/ppad.17.1.1327239

1 Bu calismanin etik kurallara uygunlugu, Hatay Mustafa Kemal Universitesi Etik Kurulu tarafindan
07.04.2023 tarihli ve 17 say1s1 karariyla onaylanmustir.

2 Dr. Ogretim Uyesi, Hatay Mustafa Kemal Universitesi Kirikhan Meslek Yiiksekokulu-Muhasebe ve Vergi
Béliimii, muzeyyenarslan82@gmail.com,
ORCID NO: 0000-0002-9852-7243
Gelis Tarihi / Received: 13.07.2023, Kabul Tarihi / Accepted: 27.12.2023



https://dergipark.org.tr/tr/pub/ppad/issue/83007/1327239

144 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say:: 1, Ocak 2024, ss. 143-170

THE EFFECT OF SELF-CONGRUENCE ON PURCHASE INTENTION
IN INFLUENCER MARKETING: MEDIATING ROLE OF PARA-
SOCIAL INTERACTION

ABSTRACT

Recently, the advances in communication technologies have allowed social media
influencers to develop close relationships with their followers, and also such relationships
carry important marketing implications for social media influencers (SMI) and brands.
The aim of current study is examining the mediation effect of parasocial relationship
among the ideal self-congruity and actual self-congruity and purchase intention. Also,
meaningful differences related to parasocial relationship between the users and non-users
of social media types were examined. Data were collected from the sample consisted
of 226 consumers using social media who were older than 18 age. A partial least square
structural equation modeling (PLS-SEM) was applied to test the hypotheses suggested in
the structural model. Differences analyses were tested with non-parametric Mann Whitney
U test. The results indicated that parasocial interaction mediates the relationship among
actual self -ideal self-congruity and purchase intention. Also, it is found that the differences
of parasocial interaction levels between users and non-users of Tik Tok and SnapChat
were statically significant whereas not significant for Twitter, YouTube, Instagram and
Facebook. Theoretical and practical implications are discussed.

Keywords: social media influencers, self-congruity, parasocial interaction, purchase
intention
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1. Giris

Sosyal medyanin yayginlagmasi ile tiiketiciler artik tek yonli iletisimin pasif
algilayicilar1 olmaktan cikmis sosyal medya mecralarinda {iriin ve hizmetler
hakkinda fikirlerini dile getiren hatta kitleleri yonlendirebilen etkileyiciler haline
gelmistir. Baz1 sosyal medya kullanicilart tipki iinliller gibi hayran kitleleri
olusturmus bu kitle i¢in tavsiye kaynagi haline gelmistir. Bu kisiler giiniimiizde
sosyal medya fenomenleri (SMF) olarak adlandirilmaktadir. Siirekli geligsen sosyal
medya mecralari, SMF nin tirettikleri icerikleri takip eden ciddi boyutlarda tiikketici
kitlelerine ulasabilmelerine olanak saglamaktadir. Bu durum SMEF’ isletmelerin
ve markalarin olusturduklar1 pazarlama iletisiminin vazgeg¢ilmez unsurlart haline
getirmistir. Isletmeler pazarlama ve reklam stratejilerinde SMF aracihigi ile genis
tiiketici kitlelerine ulasabilmekte ve {iriin ve markalarini tiiketici ile bulusturmay1
amagclamaktadir. Giiniimiizde “fenomen pazarlama” olarak adlandirilmakta olan
bu strateji aslinda agizdan agiza pazarlamanin dijitale doniistiiriilmiis bi¢imidir.
Fenomen pazarlama igletmelerin ve markalarin Girtinleri ile ilgili vermek istedikleri
mesajlar tiiketicileri etkileme giicline sahip kisiler aracilig1 ile iletmesine yonelik
pazarlama uygulamalaridir. Ooi ve digerleri (2023) sosyal medya fenomenlerinin,
bir sosyal medya katilimcisin once bir takipgiye daha sonra da potansiyel bir
aliciya doniistiiren sosyal medya varliklar olduklarini ifade etmektedir. Jin vd.,
(2019) tiiketicilerin {iriin ve marka tanitimlar1 ve 6nerilerinde SMF’ni iinliilerden
daha giivenilir ve olumlu algiladiklarim ifade etmektedir. Fikir 6nderi, blogger,
vlogger, etkileyici ve benzeri sekilde adlandirilan anilan SMF nin satin alma niyeti
ve tiiketim davraniglarinda etkili oldugunu gosteren birgok ¢aligma bulunmaktadir
(Akdeniz ve Uyar, 2021; Ki ve Kim, 2019; Kim vd., 2015; Kim vd., 2018; Koay
vd., 2023; Sokolova ve Kefi, 2021; Aw ve Chuah, 2021; Shen vd., 2022). Bu
baglamda bu ¢aligmanin genel amact SMF nin tiiketicilerin tilketim davraniglarina
nasil etki ettigini incelemektir.

SMF sosyal medyamecralarindakisisel ve glinliilk yagsamlarinailiskin paylasimlarda
bulunan, belirli bir kategori veya tiriin hakkinda genis bilgi sahibi olan, {iriin ve
hizmetlerin tanitimina yonelik igerik iireten sosyal medya kullanicilaridir (Saritas,
2019). Belirli bir takipci sayisina sahip bu kisilerin takipgileri ile etkilesim
diizeyleri yiiksek olup takipgilerinin davranislarini yonlendirmektedirler. SMF
ile tiiketici etkilesiminin sonucunda tiiketicilerin verdikleri psikolojik tepkiler
para-sosyal etkilesim olarak adlandirilmaktadir. Bu etkilesim sonucunda SMF ile
tilketici arasinda para-sosyal iliski olusmaktadir. Para-sosyal etkilesim siirecinde
kullanicilar SMF’ni arkadaslar1 gibi goérmekte ve onlarla empati kurmaktadir.
Horton ve Wohl, (1956) para-sosyal iliskiyi yakinlik yanilsamasi oldugunu ifade
etmektedir. S6z konusu medya kisiligine siirekli olarak maruz kalmak ve gecirilen
vakit para-sosyal iligkinin derecesini etkilemektedir. Yapilan aragtirma sonuglari
satin alma davranisinin en temel belirleyicilerinden birinin SMF ile kurulan
para-sosyal etkilesim oldugunu gostermektedir. Yapilan bir¢ok calisma (Aw ve
Chuah, 2021; Shen vd, 2022) SMF ile kurulan para-sosyal iliskinin tiiketicilerin
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satin alma davranisina olumlu etki ettigini gostermektedir. Para-sosyal iliskinin
gelistirilmesi {izerine yapilan arastirmalar ise SMF ile tiiketici arasinda algilanan
benzerlik, SMF’nin ¢ekiciligi, uzmanhigi, giivenilirligi gibi 6zelliklerin SMF
ile kurulan para-sosyal iligkiye etki ettigi ortaya koymaktadir (Djafarova ve
Rushworth, 2017).

Algilanan benzerlik bir tiiketicinin SMF ile kendisini kiyaslayarak ne kadar
benzer olduklarini diisiinme derecesini ifade etmektedir (Moyer-Gusé, 2008:
410). Fenomen pazarlama kapsaminda yapilan ¢aligmalarda benzerlik kavrami
benlik-etkileyici uyumu olarak ele alinmaktadir (Shan vd., 2020). Buna gore
titketiciler kendi degerleri, kisilikleri, imajlar1 ile uyumlu (benzer) gordiikleri
iinlii ve fenomenlerle daha giiclii para-soyal iliskiler gelistirmektedir. Yapilan
alan yazin taramasinda para-sosyal iligkinin nasil kurulduguna dair c¢okca
calisma yapilmis olsa da tiiketicilerin belirli fenomenleri neden takip ettikleri ve
gercekten kendilerine benzeyen fenomenleri mi yoksa olmak istedikleri kisiye
benzeyen fenomenleri takip etmeye daha egilimli olup olmadiklari tam olarak
bilinmemektedir (Huting, 2020). Tiiketici davranig1 alan yazininda tiiketicilerin
kendi benlikleri nasil gordiikleri gergek benlik, nasil gérmek istedikleri ise ideal
benlik olarak adlandirilmaktadir (Sirgy 1982). Bu baglamda bu ¢alismanin gergek
amacit tiiketicilerin SMI’ni kendi benlik kavramlari ¢cergevesinde nasil gordiiklerini
anlamaktir. Gergek benlik uyumu ile ideal benlik uyumun para-sosyal etkilesim
iizerindeki etkisini analiz ederek kendilerine benzeyen mi yoksa olmak istedikleri
kisilere benzeyen fenomenlerimi takip ettiklerini ortaya koymak amaclanmaktadir.
Yapilan ¢aligmalar benlik uyumu tiirlerinin para-sosyal etkilesim iizerinde olumlu
etkisi oldugunu gosterse de para-sosyal etkilesimin benlik uyumunun satin
alma niyetine etkisindeki araci roliinii ele alan ¢aligmalarin az olmasi konunun
ihmal edilmis oldugunu gostermektedir. Bu nedenle bu ¢alismada gergek benlik
uyumu ile ideal benlik uyumunun ayr1 ayr satin alma niyeti tizerindeki etkisi ele
alimmakta para-sosyal etkilesimin bu iliskideki aract rolii analiz edilerek benlik
uyumu alan yazinina katki saglamak amaglanmaktadir. Ulusal literatiirde konu ile
ilgili yapilmig ¢aligma olmamasi ¢alismanin 6zgiin degerini arttirmaktadir.

Calismanin bir diger amact SMF ile kurulan para-sosyal etkilesim diizeyinin
kullanilan sosyal medya tiiriine gore farklilasip farklilasmadigini arastirmaktir.
Yapilan arastirmalar sosyal medya sitelerinin igerik formatlari, igeriklerin
kullanim amaglar1 (Haenlein vd., 2020), sitenin interaktifligi (Chen ve Rodgers,
2006; Labrecque, 2014) gibi farkli 6zelliklerinin fenomenlerle kurulan para-
sosyal iligkiyi etkiledigini one siirmektedir. Ancak bu ¢alismalarin Instagram,
YouTube gibi tek bir sosyal medya 6zelinde yapilmis oldugu goriilmektedir. Para-
sosyal iliskinin s6z konusu sosyal sitelerini kullanan ve kullanmayan tiiketicilere
gore farklilasip farklilasmadigini ele alan herhangi bir ¢aligmaya rastlanmamistir.
Bu boslugu doldurmak i¢in bu alismada en ¢ok kullanilan sosyal medya siteleri
belirlenmis ve bu siteleri kullanan ve kullanmayan tiiketicilerin para-sosyal
etkilesim diizeylerinde anlamli bir farklilik olup olmadigi ortaya konularak bu
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durumun olasi nedenleri agiklanmaya calisilmistir. Boylece bu ¢alismayla para-
sosyal etkilesim alan yazinina katki saglamak amacglanmaktadir.

2. Kuramsal Cerceve

Bu ¢alisma benlik uyumu kurami temelinde yapilandirilmistir. Benlik uyumu
tiikketicilerin tutum ve davranislarii etkileyen bir tiiketici algisidir (Grubb ve
Grawthwohl, 1967). Buna gore tiiketiciler gercek ya da ideal benlik imaj1 ile
benzer olan {irlin ve markalar1 tercih etmektedirler (Sirgy, 1982, 1985). Yapilmis
caligmalar benlik uyumunun tiiketicilerin satin alma niyetlerini (Sirgy, 1982),
markaya olan bagliligin1 olumlu olarak etkiledigini gdstermektedir (Japutra vd.,
2019; Malar vd., 2011). Tiiketicilerin gergek benlik ve ideal benlik uyumu, benlik-
fenomen uyumunun bir unsuru olarak ele alinmistir. Tiiketicilerin fenomenler
ile aralarinda algiladig1 benzerligin (uyum) para-sosyal iliskinin derecesini
etkiledigi (Shan vd., 2020) g6z 6niinde bulundurularak bu ¢aligmada tiiketicilerin
kendi gercek ya da ideal benlikleri ile uyumlu olarak algiladiklart SMF ile para-
sosyal etkilesim kuracaklari, bunun sonucunda para-sosyal etkilesim igerisinde
olduklar iinliilerin tanittiklart iirlin ve markalart satin almaya niyet edecekleri
onerilmektedir.

Benlik Uyumu-Para-sosyal iliski

Benlik uyumu; tiiketicilerin kendi benlik imaj1 ile bir bagkasiin imaji arasinda
algiladig1 benzerliktir. Gergek benlik, ideal benlik iizere farkli boyutlarda
incelenmektedir. Gergek benlik bireyin ger¢ekte kendisini nasil gordiigii ile ilgilidir.
Ideal benlik ise tiiketicinin olmak istedigi ben ile ilgilidir. Benlik uyumunu SMF ile
iligkilendiren ¢aligmasinda Tan ve digerleri (2019) benlik uyumunu kisilik {izerine
temellendirmis ve tliketicinin gergek ya da ideal kisiliginin SMF’nin ger¢ek ya da
ideal kisiligi ile eslesmesini benlik uyumu olarak ele almistir. Ozer ve digerleri
(2021) gercek benlik ve ideal benlik uyumunun iki tiiriiniin de para-sosyal etkilesim
iizerinde olumlu etkisi oldugu sonucuna ulagsmiglardir. Bununla birlikte Japutra ve
digerleri (2019) benlik uyumunun markaya bagllik ile iliskilendirmistir. Caligma
sonucunda algilanan benlik uyumunun markaya bagliligi arttirdigi sonucuna
ulasgtlmistir. SMF’ni iinlii kategorisinde degerlendirebilecegimizi diistintirsek
titketicinin gercek benlik uyumu ile SMF’nin imaj1 arasindaki uyum tiiketicinin
SMF ile duygusal bag kurmasina neden olacaktir. Bu baglamda tiiketicilerin
benlikleri ile uyumlu gordiikleri SMF ile para-sosyal etkilesim gelistireceklerini
ileri siirmek kuramsal olarak mantikli olacaktir. Bu calismada gercek benlik
uyumu ile ideal benlik uyumu ayr1 ayr1 ele alinmustir.

Gergek benlik uyumunun para-sosyal iliskiye etkisi kendini dogrulama kurama ile
aciklanabilir (Swan, 2012). Kendini dogrulama kurami, insanlarin kendi benlik
algilarin1 ve kimliklerini destekleyen deneyimler arayisinda oldugunu ve bu
deneyimlerin bireylerin kendilerini daha iyi hissetmelerini sagladigini savunur.
Ornegin, bir birey belirli bir markanin iiriinlerini kullanarak ya da bir sosyal grupla
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iliski kurarak kendi benlik algisimi desteklemeye calisabilir. Bu tiir deneyimler,
bireylerin kendilerini daha tutarli ve tatmin olmus hissetmelerine yardimci
olabilir. Algilanan kendini dogrulama baskalarina karsi olumlu degerlendirme ve
baglilik ile sonuglanmaktadir (Burke ve Stets, 1999). Yani tiiketici gercek benligi
ile uyumlu gordiigii SMF’ne baglilik gelistirecektir. Bu baglamda calismanin
hipotezi asagidaki gibidir.

H : Gergek benlik uyumu, SMF ile kurulan para-sosyal etkilesimi olumlu yonde
etkiler.

Ideal benlik uyumu tiiketicilerin benliklerini genisletme ihtiyaci ile ilgilidir
(Sedikides ve Strube, 1997: 209-269). Buna gore tiiketiciler kendi 6z degerlerini
arttiracak ve onlari ideallerine yaklagtiracak davraniglar sergilemeye motivedir.
SMF baglaminda ele alinirsa tiiketiciler, bir sosyal medya fenomeninin imajini
¢ekici bulduklarinda, onun gibi olmayir ve s6z konusu fenomen tarafindan
onaylanan iiriinii satin alarak ve kullanarak ideal benlik imajlarin1 gelistirmeyi
arzulayabilirler (Shan, Chen ve Lin, 2020). Buna gore bu ¢alismada ideal benlikleri
ile uyumlu gordiikleri yani olmak istedikleri kisiye benzeyen SMF’ne para-sosyal
etkilesim gelistirecekleri beklenmektedir. Calismanin hipotezi asagidaki gibidir.

H,: Ideal benlik uyumu, SMF ile kurulan para-sosyal etkilesimi olumlu yénde
etkiler.

Para-sosyal Etkilesim- Satin Alma Niyeti

Para-sosyal etkilesim sosyal medya kullanicilarimin medya kisilikleri ile
gelistirdikleri tek tarafli iligki olarak tanimlanmaktadir (Horton ve Wohl, 1956:215).
Kullanicilarin medya kisiligi ile para-sosyal etkilesimlerinin sonucunda para-
sosyal etkilesim olusmaktadir. Para-sosyal etkilesim medya kisiligine verilen
anlik psikolojik tepkilerdir para-sosyal etkilesim bu etkilesimin sonucunda
gelismektedir. Dibble ve digerleri (2016:39), para-sosyal etkilesimin medyaya
maruz kalma olaytyla sinirli oldugunu, oysa para-sosyal iligkinin herhangi bir
izleme boliimiiniin Gtesinde devam eden uzun vadeli bir iliski oldugunu ifade
etmektedir.

Medyaya maruz kalmanin sonucunda olusan para-sosyal etkilesim duygusu, para-
sosyal iligkilerin temelini olusturur. Ancak bu durum karsilikli olmay1p bir iligki
yanilsamasi olarak adlandirilmaktadir. Para-sosyal etkilesim deneyimi, kamera
araciligiyla sosyal medya kullanicist ile yiiz ylize konusurmus gibi gbz temasi
kurarak dogrudan, sozlii ve fiziksel olarak hitap etmektedir. Bu durum kullanicida
kisi ile etkilesime giriyormus izlenimi uyandirmakta ve davraniglarin1 buna gore
degistirmesine neden olmaktadir (Dibble vd., 2016; Hartmann ve Goldhoorn,
2011).

Para-sosyal etkilesim ile ilgili gegmis arastirmalar geleneksel medyadaki para-
sosyal iliskilerin roliinii incelemektedir. Ancak sosyal medyanin ortaya ¢ikisi
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titketicilerin sosyal medya fenomenleri ile dogrudan iletisim kurarak ¢ift yonlii
etkilesim kurmasint miimkiin kilmistir (Brown, 2015:263). Sosyal medya
fenomenleri devamli ve tutarli olarak yapilan gonderiler araciligiyla ve sosyal
platformlardaki takipgilerin katilimlarina yanit vererek geleneksel medyadan
daha fazla sayida tiliketici ile para-sosyal etkilesim gelistirebilmektedirler.
Yapilan ¢alismalar medyaya maruz kalma siiresinin, SMF nin hareketleri, jest ve
mimiklerinin (Levy, 1979), sosyal ve fiziksel ¢ekiciligin (Lee ve Watkins, 2016)
ve algilanan benzerligin (Koay vd., 2023; Casalo, 2020) para-sosyal iliskiyi
arttirdigini gostermektedir. Bununla birlikte mesajin alindig1 kaynagin uzmanligi
(SMF’nin uzmanhig1) ve glvenilirligi para-sosyal etkilesimi arttirmaktadir
(Akdeniz ve Uyar, 2021; Ozer, 2022). Yaman (2018)’ in fenomen annelerin satin
alma niyetine etki ettigini gosteren arastirmasinda samimiyetin fenomende ilk
tercih edilen 6zellik oldugu sonucuna varmistir.

Para-sosyal iligskinin sonuglarini ele alan g¢alismalar (Kim, 2022; Kim vd.,
2015; Lee ve Watkins, 2016) SMF ile kurulan para-sosyal iliskinin sosyal
medya kullanicilarinin satin alma niyetlerini olumlu sekilde etkiledigini ortaya
koymaktadirlar. Sokolova ve Kefi (2020) sosyal medya kullanicilarinin yakinlik
hissettikleri kisilerle para-sosyal etkilesim gelistirdiklerinin ve bu iligkinin satin
alma niyetini olumlu etkiledigini ifade etmektedirler. Chen ve digerleri, (2021)
internet Unliilerin 6zellikleri ile takipgilerinin satin alma davranisi arasindaki
iligkiyi arastirdiklar1 ¢aligmada iinlii ile kurulan para-sosyal iliskinin satin alma
davranisint olumlu etkiledigini bulmuslardir. Bi ve Zang (2023) yaptiklar
calismada You Tube fenomenleri ile takipgileri arasindaki para-sosyal iligkinin
satin alma niyeti {lizerindeki etkisinin olumlu oldugunu ortaya koymuslardir.
Calismada 6zgiiveni diisiik bireylerin gii¢lii para-sosyal etkilesim gelistirdikleri
kisilerin tanittig1 iriinleri satin alma niyetinde olduklarin1 bdylece kendi
benliklerini gelistirdiklerini ifade etmektedirler. Bu baglamda tiiketicilerin takip
ettikleri tnliilerin 6zelliklerine gore para-sosyal etkilesim gelistirdiklerini bu
iligkinin sonucunda s6z konusu SMF’nin tanittiklar1 {iriin ya da markalar1 satin
almay1 diistindiiklerinden hareketle ¢aligmanin hipotezi asagidaki gibidir.

H : Sosyal medya fenomeni ile kurulan para-sosyal etkilesim takipgilerinin satin
alma niyetini olumlu yonde etkilemektedir.

Sirgy, (1985) tiiketicilerin gercek benligi ya da ideal benliginin marka veya iirtin
imaj1ile uyumlu oldugunda satin alma niyetini olumlu etkiledigini ifade etmektedir.
Bununla birlikte para-sosyal iliskinin iliski kurulan tinliiniin ¢ekiciligi, uzmanlhigi
ve giivenilirligi gibi 6zellikleri ile s6z konusu tnliilerin tanittigi triinleri satin
alma davranig1 arasinda aracilik ettigi goriilmektedir (Taher vd., 2022; Ozer vd.,
2021). Bir baska deyisle, SMF’nin s6z konusu 6zellikleri satin almaya dogrudan
etki etmemektedir. Bu 6zellikler sayesinde tiiketiciler soz konusu iinliiler ile baglar
gelistirmekte ve bunun sonucunda satin alma diisiincesi olusmaktadir. Benzer
sekilde bu calismada gercek benlik uyumu ile ideal benlik uyumu para-sosyal
iligkinin 6nciilii olarak ele alinmaktadir. Buna gore tiiketicilerin gercek benlikleri
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ile uyumlu gordiikleri yani kendilerine benzeyen SMF ni takip ederek onlara karst
para-sosyal etkilesim gelistirecekleri ve bunun sonucunda tiiketicilerde s6z konusu
SMF’nin tanittiklari iiriinleri satin alma diisiincesi olusacagi Onerilmektedir.
Benzer sekilde tiiketicilerin ideal benlikleri ile uyumlu gordiikleri yani olmak
istedikleri kisiliklere benzeyen SMF’ni takip ederek onlara karsi para-sosyal
etkilesim gelistirecekleri ve bunun sonucunda tiiketicilerde s6z konusu SMF’nin
tanittiklart dirtinleri satin alma diislincesi olusacagi onerilmektedir. Bu baglamda
calismanin hipotezleri agagidaki gibidir.

H: Para-sosyal etkilesim gergek benlik uyumu ve satin alma niyeti iliskisine
pozitif yonde aracilik eder.

H : Para-sosyal etkilesim ideal benlik ve satin alma niyeti iliskisine pozitif yonde
aracilik eder.

Sosyal medya siteleri- Para-sosyal Iliski

Sosyal medyanin gelisimi para-sosyal etkilesim kavraminin boyutunu degistirmis
durumdadir. Sosyal medyanin 6zelliklerinin (Varol ve Tayang, 2019:261), igerigin
kullanict ile birlikte olusturularak icerigin giincel tutulmasi (Lou, 2021), sosyal
medyanin diyalog kurulmasina izin vermesi tiiketici ve fenomen arasinda giiclii
iligkiler gelismesine neden olmaktadir. Bu baglamda kullanilan sosyal medya
platformunun 6zelliklerinin fenomen ile kurulan para-sosyal iliskiyi etkiledigi
sOylenebilir.

We are social (2023) kiiresel dijital raporuna gore diinyada en ¢ok kullanilan medya
siteleri arasinda Instagram, Whatsupp, Facebook, Youtube, Tik Tok ve SnapChat,
Twitter oldugu goriilmektedir. Bu siteler fenomen pazarlama stratejilerinde en gok
tercih edilen sitelerdir. Bu siteler kendi i¢lerinde bazi 6zelliklerine gore farklilik
ve benzerlikler gostermektedir. Youtube ve Tik tok agirlikli olarak video igerik
tabanli sosyal siteleri iken, Instagram ve Facebook agirlikli olarak gorsel olmakla
birlikte metin ve video tabanli igerik sunmaktadir. Twitter metin tabanli igerik
sunan bir sosyal medya sitesidir (Haenlein vd., 2020:8). Youtube kullanicilart
belirli igerik iireticilerin videolarmi diizenli olarak izleyerek gii¢lii para-sosyal
iligkilerin gelistirildigi bir platformdur (Lee ve Watkins, 2016). Instagram agirlikli
olarak gorsel igerikli bir platform olup SMF’nin kisisel yasam ve ilgi alanlarini
paylasarak kisa siirede biiylik izleyici kitlesine ulasarak para-sosyal iligkilerin
kurulabilecegi bir platformdur. Yapilan arastirmalar (Lee ve Watkins, 2016; Oyman
ve Akinci, 2019) farkli sosyal medya sitelerini farkli motivasyonlarla kullanildig:
ve para-sosyal iliskiyi olumlu yonde etkiledigini gostermektedir. Bu baglamda
bu ¢alismada s6z konusu sosyal medya sitelerinin kullananlar ile kullanmayanlar
arasinda para-sosyal etkilesim diizeyinin farklilagsacagi 6nerilmektedir. Caligmanin
hipotezleri asagidaki gibidir.

H: Tiiketicilerin SMF ile kurduklari para-sosyal etkilesim diizeyinin sosyal
medya tiirlerini kullanan ve kullanmayanlar arasinda anlamly bir farkiilik vardir.
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H_: Youtube kullanan tiketiciler ile kullanmayan tiketicilerin para-sosyal

etkilesim diizeyinde anlaml bir farklilik vardr.

H : Instagram kullanan tiiketiciler ile kullanmayan tiketicilerin para-sosyal
etkilesim diizeyinde anlaml bir farklilik vardir.

H_: Facebook kullanan tiiketiciler ile kullanmayan tiiketicilerin para-sosyal
etkilesim diizeyinde anlamli bir farklilik vardr.

H_: Twitter kullanan tiketiciler ile kullanmayan tiiketicilerin para-sosyal

etkilesim diizeyinde anlaml bir farkiilik vardir.

H_: Tik Tok kullanan tiketiciler ile kullanmayan tiiketicilerin para-sosyal
etkilesim diizeyinde anlaml bir farklilik vardir.

H : SnapChat kullanan tiiketiciler ile kullanmayan tiiketicilerin para-sosyal
etkilesim diizeyinde anlaml bir farklilik vardir.

Yapilan alan yazin taramasi sonucunda tasarlanan aragtirma modeli ve hipotezleri
Sekil 1°deki gibidir.

Gergek benlik
uyumu

Para-sosyal
etkilesim

Satin alma Niyeti

ideal benlik
uyumu

Sekil 1. Arastirma Modeli
3.Yontem
3.1.Anakiitle ve Orneklem

Arasgtirmanin 6rnek birimini 18 yasindan biiylik sosyal medya kullanicilar
olusturmaktadir. Anakiitleyi temsil edecek Ornekleme ulasmak igin kolayda
ornekleme yontemi kullanilmis olup toplam 250 kisiden veri toplanmuistir.
Veriler anket yontemi ile toplanmis olup ¢evrimici anket yontemi uygulanmustir.
Cevrimigi anket yontemi zaman ve maliyet faydalar1 sagladigi icin daha etkili
ve popiiler bir yontem olarak kabul edilmektedir (Lefever vd., 2007). Google
Forms aracilig1 ile olusturulan anket ¢evrimigi kanallar aracilig1 ile sosyal medya
kullanicilarina ulastirilmigtir.
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3.2.Veri Toplama Araci ve Olcekler

Calismanin etik kurallara uygunlugu, Hatay Mustafa Kemal Universitesi Etik
Kurulu tarafindan 07.04.2023 tarihli ve 17 sayis1 karartyla onaylanmistir. Anket
formu, katilimcilara calismayla ilgili bilgi igeren tanitim yazis1 ve iki béliimden
olugmaktadir. Birinci bolimde katilimcilara demografik o6zelliklerine yonelik
sorular sorulmustur. ikinci béliimde ise benlik uyumu, para-sosyal etkilesim
ve satin alma niyeti kavramlarinin 6l¢iilmesine yonelik 6lgekler kullanilmistr.
Toplam 19 madde ile veri toplanmis olup s6z konusu &lgekler alan yazinda
daha 6nceden gecerlilik ve giivenilirligi sinanmus dlgeklerdir (Ozer vd., 2021;
Kumru ve Uyar, 2021; Ozer, 2022). Gergek benlik uyumu ve ideal benlik uyumu
degiskenlerinin dlgiimiinde Japutra vd. (2019) min 6 maddelik dlgegi (Ozer vd.,
2021), para-sosyal etkilesim degiskeni Lee ve Watkins’ (2016)’in 8 maddeli
Olcegi (Kumru ve Uyar, 2021), satin alma niyeti ise Sokolova ve Kefi, (2020)’nin
iki maddelik olgegi ile Ki ve Kim (2019)’un 3 maddelik 6lcegi (Ozer, 2022)
ile ol¢iilmiistiir. Toplam 19 madde caligmanin baglamina gore uyarlanmistir.
Tiiketicilerin 6l¢eklerdeki ifadelere katilip katilmadiklar1 besli Likert dlgegi ile
(1: Kesinlikle Katilmiyorum, 2: Katilmiyorum, 3: Kararsizim, 4: Katilmiyorum,
5: Kesinlikle Katilmiyorum seklinde) dl¢tilmiistiir. Uyarlamadan kaynakli anlam
hatalar1 olup olmadigini saptamak i¢in anketler oncelikle 50 kisiye uygulanmis
ve maddelere iligskin Onerileri sorulmustur. Bu Oneriler dogrultusunda anlam
hatalarina neden olan maddeler diizeltilerek anket formunun son sekli verilmistir.
250 anket hazirlanmis olup 8 tanesi kontrol sorusu (bir sosyal medya fenomenini
takip edip etmedikleri kontrol sorusu olarak sorulmustur) ile elenmis, 16 tanesi ise
hatali doldurmadan kaynakli olarak analizden ¢ikarilmigtir. Bu baglamda analize
226 kisi ile devam edilmistir.

3.3.Verilerin Analizi

Calismanin verileri SPSS ve Smart PLS paket programlari ile analiz edilmistir.
Tanimlayici istatistikler SPSS paket programi kullanilarak frekans ve yiizde
analizleri ile test edilmistir. Veriler normal dagilima uymadig i¢in farklilik
analizleri non-parametrik testlerden Mann Whitney U testi ile yapilmstir. Olgiim
modeli ise PLS-SEM ile Smart PLS 4.0 paket programi kullanilarak analiz
edilmistir. Bu baglamada modelin gegerlilik ve giivenilirligi test edildikten sonra
hipotezler test edilmistir.

4. Bulgular
4.1.Tammlayic1 Istatistikler

Tablo 1 katilimcilarin cinsiyet, yas, egitim durumu ve giinliik ortalama internet
kullanimina gore dagilimint gostermektedir. Buna gore katilimcilarin %49 unu
kadin, %51’ini erkek tiiketiciler olusturmaktadir. Katilimeilar agirlikli olarak 18-25
(%70) yas araligindadir. Bununla birlikte katilimcilarin %2’si lise ve alt1 diizeyinde
mezun, %82 ‘si 6n lisans, %8’1 lisans, %8 ‘i lisansiistii mezunudur. Glnliik
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ortalama internet kullanim siiresine bakildiginda katilimcilarin gogunlugunun 1-3
ile 3-5 saat araliklarinda internette zaman harcadiklar goriilmektedir.

Tablo 1. Katilimcilarin Demografik Ozellikleri

Demografik 6zellikler N % Demografik 6zellikler N %
Kadin 111 49,1 Lise ve alt1 5 2,2

Cinsiyet  Erkek 115 50,9 On lisans 186 823
Toplam 226 100 Egitim Durumu Lisans 18 8,0
18 vealt1 26 11,5 Lisansiistii 17 7,5

19-25 157 69,5 Toplam 226  100,0

Yas 26-35 27 11,9 1 saatten az 15 6,6

36-45 11 4,9 1-3 saat 92 40,7

45veiisti 5 2,2 internette 3-5 saat 82 36,3

Toplam 226 100  Gegirilen Zaman 5.7 saat 27 11,9
7 saatten fazla 10 4.4

Toplam 226 100

Katilimcilara kullandiklar1 sosyal medya platformlar1 sorulmus ve birden fazla
secenek isaretleyebilecekleri sdylenmistir. Buna gore Tablo 2 katilimcilarin
kullandiklar1 sosyal medya platformlarin1 gostermektedir. Buna gore en c¢ok
kullanilan sosyal medya platformlar1 sirasiyla Instagram, Youtube, Twitter,
SnapChat, Facebook ve Tik Tok tur.

Tablo 2. Katilimcilarin Kullandiklar1 Sosyal Medya Platformuna Gore Dagilimi

Kullanilan Sosyal medya platformu N %
Instagram 212 94
Facebook 75 33
Twitter 100 44
Youtube 171 76
Tik Tok 64 28
SnapChat 99 44
Diger 26 12

Katilmcilarin sosyal medyay1 takip etme nedenleri sorulmus, birden fazla
secenek isaretleyebilecekleri belirtilmigtir. Buna gore Tablo 3 Katilimcilarin
sosyal medyay1 kullanim nedenlerine iligkin istatistikleri gdstermektedir. Buna
gore tiiketiciler en ¢ok iletisim kurmak ve fenomen takip etmek i¢in sosyal medya
kullanmaktadir. Calismada her bir kattlimcinin takip ettigi bir sosyal medya
fenomeni bulunmaktadir.
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Tablo 3. Katilimcilarin Sosyal Medya Kullanim Nedenine Goére Dagilimi

Sosyal Medya Katihm Nedeni N %

Tletisim kurmak amaciyla kullanirim 201 89

Aligveris yapmak 100 44

Icerik paylasimi yapmak 76 34

Takipgisi olunan fenomeni takip etmek 123 54

Diger 10 4
4.2. Faktor Analizi

4.2.1.Yakinsak Gegerlilik

Oncelikle 6lgiim modelinde yer alan degiskenlere iliskin faktér yiikleri, gegerlilik
ve gilivenilirlik kapsaminda ele alinacak olan “Cronbach Alfa”, “Composit
Reliability (CR)” ve “Average Variance Extracted (AVE)” degerleri Tablo 4’te
verilmektedir. Fornell ve Larcker, (1981) yakinsak gecerliligin saglanmasi
gozlenen degiskenlere iliskin faktor yiiklerinin 0,50’den biiyiik olmas1 gerektigini,
faktor yiikleri 0,50 ile 0,70 arasinda olan ifadelerin AVE ya da CR degerlerinin
esik degerlerinin altinda olmas1 durumunda modelden ¢ikarilmasi gerektigini ifade
etmektedir. Bu baglamda PE4(0,456) ifadesi modelden ¢ikarilmis ve PS7 ifadesi
(0,610) ise modelden ¢ikarilmadan analize devam edilmistir. Yakinsak gecerlilik
icin her bir yapiya iliskin i¢ tutarlilik katsayis1 Cronbach Alfa ve yapi giivenilirligi
degerleri (CR) 0,70’den biiyiik olmalidir (Fornell ve Larcker, 1981). Bununla
birlikte AVE degerleri 0,5’ten biiyiik olmalidir. Bu ti¢ kosul saglandiginda (faktor
yiukleri, CR, Alpha ve AVE) yakinsak gegerliligin saglandig1 sdylenebilir.

Tablo 4 incelendiginde gozlenen degiskenlere iliskin faktor yiiklerinin en kiigiik
degerinin 0,610, en biiyiikk degerinin 0,936 oldugu goriilmektedir. Cronbach
Alfa ve CR degerleri 0,70°den biiyiik olup AVE degerleri 0,5’den biiyiiktiir. Bu
baglamda ¢alismanin 6l¢iim modeli yakinsak gecerlilik kriterlerini saglamaktadir.

Tablo 4. Ol¢iim Modeli Sonuglari

. . . Faktor Cronbach
Faktorler Ol¢cek maddeleri Yiikleri Alfa CR AVE

GBUI1.En sevdigim sosyal medya fenomeninin imajt, 0.901
Gergek  kendimi nasil gordiigiimle ortiismektedir. ’

Benlik BU2.E igi 1 fi inin imaj
enli G U n sevdigim sosyal medya fenomeninin imaji, 0.923 0.886  0.894 0.814
Uyumu  beni yansitir.

GBU3.En sevdigim sosyal medya fenomeninin imajt,
0,882
bana benzer.
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Ideal
Benlik
Uyumu

Para-sos-
yal etkile-
sim

IBU1.En sevdigim sosyal medya fenomeninin imajt,
sahip olmak istedigim kisilikle ortiismektedir.
IBU2.En sevdigim sosyal medya fenomeninin imajt,
sahip olmak istedigim kisiligi yansitir.

IBU3.En sevdigim sosyal medya fenomeninin imaji,
sahip olmak istedigim kisilige benzer.

PS1.En sevdigim sosyal medya fenomenini kanalinda
izlemeyi dort gozle bekliyorum.

PS2.En sevdigim sosyal medya fenomenini baska bir
platformda da takip ederim.

PS3.En sevdigim sosyal medya fenomenini izlerken,
onun grubunun bir pargasi oldugumu hissediyorum.
PS5.Bir gazete veya dergide en sevdigim sosyal medya
fenomeni hakkinda bir haber olsaydi, okurdum.
PS6.En sevdigim sosyal medya fenomeni, sanki arka-
daglarimdaymis gibi kendimi rahat hissettiriyor.
PS7.En sevdigim sosyal medya fenomeni bana marka
hakkinda nasil hissettigini gosterdiginde, marka hakkin-
da kendim kararim1 vermeme yardimei olur.

PS8.En sevdigim sosyal medya fenomeni ile sahsen
tanigmak istiyorum.

SN1.En sevdigim sosyal medya fenomeninin tanittigt
tirlind satin alirdim.

SN2.En sevdigim sosyal medya fenomeninin tanittig
iirlinii satin alma olasiligim yiiksektir.

Satin alma SN3.En sevdigim sosyal medya fenomeninin tanittig1

Niyeti

iirlinii satmn alma istegim yiiksek olurdu.
SN4.Gelecekte en sevdigim sosyal medya fenomeni
tarafindan tanitilan tiriinleri satin alirim.
SNS5.Cevremdeki kisileri en sevdigim sosyal medya

fenomeni tarafindan tanitilan {irtinleri almasi igin tegvik
ederim.

0,398

0,936

0,904

0,812

0,747

0,764

0,760

0,741

0,610

0,843

0,883

0,853

0,398

0,895

0,826

0,900

0,873

0,920

0,901 0,833

0,903 0,573

0,940 0,759

4.2.2 Ayrisma Gecerliligi

Olgiim modelinin ayrisma gegerliligi (Discriminant Validity); Fornell-Larcker

ve Heterotrait Monotrait (HTMT) olgitleri ile simanmistir. Fornell-Larcker
Olciitiine gore arastirma modelindeki her bir degiskene ait AVE degerinin
karekokiintin, diger degiskenlerle olan korelasyon katsayilarinin her birinden
biiylik olmasi gerekmektedir (Hair vd., 2019:9). Tablo 5 degiskenlere iliskin
korelasyon degerlerini gdstermekte olup Fornell-Larcker Olgiitlerinin saglandigi

gorlilmektedir.
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Tablo 5. Fornell-Larcker Kriterleri ve HTMT Oranlar:

Faktorler Para-sosyal Etkilesim Gergek Benlik Tdeal Benlik Satin Alma Niyeti
AVE degerleri 0,573 0,814 0,833 0,759
Para-sosyal etkilesim 0,757

Gergek benlik uyumu 0,539 0,902

ideal benlik uyumu 0,668 0,651 0,913

Satin alma niyeti 0,543 0,345 0,342 0,871

Heterotrait-Monotrait (HTMT) Oranmi

Para-sosyal Etkilesim Gercek Benlik ideal Benlik Satin Alma Niyeti
Para-sosyal etkilesim

Gercek benlik uyumu 0,608
ideal benlik uyumu 0,752 0,728
Satin alma niyeti 0,603 0,380 0,373

Ayrisma gegerliligi i¢in ikili degiskenler arasindaki HTMT oranma bakilmustir.
Olgiilen yapilarm kuramsal olarak yakin olmalari halinde HTMT oranlarinin 0,90’m
altinda olmasi onermektedirler (Henseller vd., 2015). Tablo 5 HTMT oraninin
istenilen aralikta oldugunu gostermektedir. Bu baglamda caligmanin modeli ayrisma
gecerliligini saglamaktadir.Son olarak dl¢tim modelinin uyum indislerinin istenilen
aralikta olup olmadig1 test edilmistir. Tablo 6 6l¢iim modelinin uyum indislerini
gostermektedir. Buna gére model iyi uyum indisleri (SRMR<0,10, NFI>80) tiretmistir.
Boylece 6l¢tim modelinin gecerlilik ve giivenilirlik analizleri tamamlanmistir. Analiz
sonuglari 6l¢ciim modelinin yapisal gecerliligi sagladigini gostermektedir.

Tablo 6. Model Uyumu

Saturated model Estimated model
SRMR 0,063 0,063
d_ULS 0,670 0,670
d G 0,282 0,282
Chi-square 375,130 375,130
NFI 0,869 0,869

4.3. Model Uyumu

PLS-SEM de 6l¢tim modeli VIF (¢oklu dogrusallik), R? (agiklayicilik), {2 (etki
biiytikligii) ve Q* (tahmin biiytikligii) degerleri ile test edilmektedir. Caligmanin
Olciim modeline iligkin s6z konusu katsayilar Tablo 7°de gosterilmektedir.

Tablo 7. Degiskenlere iliskin Iliski Giicii ve Tahmin Katsayilari

Degiskenler VIF f2 R? Q?
Gergek Benlik = Para-sosyal Etkilesim 2,106 0,035
Ideal Benlik Uyumu -> Para-sosyal Etkilesim 2,106 0,327

0,573 0,455
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Para-sosyal Etkilesim = Satin alma Niyeti 2,346 0,235
Gergek Benlik - Satin alma Niyeti 2,149 0,010 0,386 0,126
Ideal Benlik Uyumu > Satin alma Niyeti 3,109 0,006

VIF degerleri degiskenler arasindaki ¢coklu dogrusalligin olup olmadigini sinamak i¢in
kullanilan degerlerdir. Bu degerlerin 5’ in altinda olmasi ¢oklu dogrusalligin olmadiginin
gostergesidir (Hair vd., 2018:194). Tablo 7’de goriildiigii iizere VIF degerleri 5’in
altinda olup modelin degiskenleri arasinda ¢oklu dogrusallik olmadig1 goriilmektedir.

Modele iligkin R?* degerlerine bakildiginda para-sosyal etkilesimin %57 satin
alma niyetinin ise %38 oraninda ag¢iklandig1 goriilmektedir. f* etki biyukligi
katsayis1 olup bu degerin 0,02 ve iistiinde olmasi disiik etki; 0,15 ve istiinde
olmasi orta diizeyde etki; 0,35 ve lstiinde olmasi ise yiiksek etki oldugu
anlamina gelmektedir(Cohen, 1992). Calismanin modeline iliskin > katsayilar
degerlendirildiginde gergek benlik uyumunun para-sosyal etkilesim iizerinde
zay1f bir etkiye (f2=0,035, R?=0,573), ideal benlik uyumunun para-sosyal etkilesim
tizerinde orta diizeyde bir etkiye (f=0327, R*=0,573), para-sosyal etkilesimin
satin alma niyeti tizerinde orta dizeyde (f> =0,235, R?=0,386) bir etkiye sahip
oldugu soylenebilir. Gergek benlik uyumu (= 0,010) ve ideal benlik uyumunun
("= 0,006) satin alma niyeti lizerinde etki diizeylerinin olmadig1 sdylenebilir.

Q*degeri, modelin tahmin giiciiniin gegerliligini gosteren, i¢sel (bagimli) degiskenler
icin hesaplanan tahmin giicii katsayisidir. Bu degerin sifirdan biiyiik olmasi aragtirma
modelinin igsel degiskenlerinin tahmin giiciine sahip oldugu anlamina gelmektedir
(Hair vd., 2018). Tablo 7’deki modele iliskin Q* degerleri para-sosyal etkilesim
(0,455) ve satin alma niyeti (0,126) olup modelin tahmin gegerliligini sagladigini
gostermektedir. Yani yapisal model igsel degiskenleri iyi bir sekilde tahmin etmektedir.

PE1

PE2

0.812 (0.000) e

parasosyal etkilegim 0.747 (vooB) "
0.764 (0.000)

——— 0.760 (0.000)— ™ RES

? 0.741 (0.000) —_ 5, PEG

0.610 (0.000)
0843 (0.000)

PE3

PE7
0.180 (0.002)

0.551 (0.000) PES
GBU1 E —
0.901 (0.000)
GBU2 - 0.923 (0.000)}
0.882 (0.000)

-

1BU1
—

_0.898 (0.000)

| 0.936 (0.000) BU2

0.904 (0.000)

0.552 (0.000)

cHls gergek benlik uyumu

IBU3

0.113 (0.222) ~~ ideal benlik uyumu

-0.100 (0.308)

/ \\
satinalma niyeti

0.883 (0.000) (0. v.30e (0.000) 5> ¢ 1225 (200

SN1 SN2 SN3 SN4 SNS5

Sekil 2. Yapisal Model Analiz Sonuglar
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Calismanin hipotezleri PLS-YEM ile test edilmistir. Arastirma modelinde yer alan
degiskenler arasindaki iliskilere iligskin analizler yapilmis t ve p istatistik degerleri,
yol katsayilari, direkt etkiler saptanmistir. Analiz sonuglarina gore gercek benlik
uyumunun para-sosyal etkilesim iizerindeki etkisi olumlu ve istatistiksel olarak
anlamlidir ($=0,180, p=0,002). Bu baglamda H1 hipotezi desteklenmistir. Ideal
benlik uyumunun para-sosyal etkilesim iizerindeki etkisi olumlu ve istatistiksel
olarak anlamlidir (f=0,551, p=0,000). Buna gore H2 hipotezi desteklenmistir.
Para-sosyal etkilesimin satin alma niyeti tizerindeki etkisi olumlu ve anlamlidir
(B=0,552, p=0,000). H3 hipotezi kabul edilmistir. Bu durumda c¢alismanin biitiin
hipotezleri desteklenmistir. Tablo 8 arastirma modelinin hipotez testlerine iliskin
beta ve B katsayilari, standart sapma, t ve p istatistik degerleri ile hipotezlerin
kabul/red durumunu gostermektedir.

Tablo 8. Arastirma Modeli Etki Katsayilar1 ve Hipotezlerin Kabul/Ret Durumu

Standardize

. Standardize Standart tdeger- Pde- Kabul/
Hipotezler olmayan kat- A ..
katsayilar Sapma leri geri ret
sayllar

HI Gergek benlik = 0,180 0,182 0,059 3,083 0,002 Kabul
Para-sosyal etkilesim
H2 Parasosyal etkilesim 0,552 0,559 0,053 10364 0,000 Kabul
- Satin alma niyeti
H3 Ideal benlik->Pa- 0,551 0,550 0,055 10,052 0,000 Kabul

ra-sosyal etkilesim
Spesifik Dolayh Etkiler

H4. GBU- PSI-> SN 0,099 0,308 0,058 2,618 0,009 Kabul
H5.IBU-> PSI-> SN 0,304 0,102 0,038 5,289 0,000 Kabul
Farkhhk Hipotezleri

H6,, Red
H6 Kabul

e.f

4.4.1. Aracilik Analizleri

SMF ile kurulan Para-sosyal iligkinin ger¢ek benlik uyumu ve ideal benlik uyumu
ile satin alma niyeti arasindaki aracilik etkisi Smart PLS 4.0 ile Bootstapping
yontemi ile analiz edilmistir. Buna gore para-sosyal iligskinin gercek benlik
uyumu ile satin alma niyeti arasindaki iligki anlamli ve olumlu (p=0,009) olup H4
hipotezi kabul edilmistir. Benzer sekilde para-sosyal iliskinin ideal benlik uyumu
ile satin alma niyeti arasindaki aracilik etkisi anlamli olumlu(p=0,000) olup H5
hipotezi kabul edilmistir. S6z konusu degiskenler arasindaki dolayli etkiler Tablo
8’de verilmektedir. Buna gore para-sosyal iliskinin ger¢ek benlik uyumu ile satin
alma niyeti arasindaki iligki anlamli ve olumludur (p=0,000). Benzer sekilde para-
sosyal iliskinin ideal benlik uyumu ile satin alma niyeti arasindaki aracilik etkisi
de anlamli ve olumludur (p=0,000).
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4.4.2. Farklilik Analizleri

SMF ile kurulan Para-sosyal iliskinin sosyal medya tiirlerine gore farklilagip
farklilagsmadigini analiz etmek amaciyla Mann Whitney U testi yapilmistir. Tablo
9 Mann Whitney U testi sonuclarimi gostermektedir.

Tablo 9. Sosyal Medya Sitesini Kullanan ve Kullanmayanlara Gore Para-Sosyal
Etkilesim Diizeylerine liskin Mann Whitney U Testi Sonuglar

Sosy;lﬁl:’?;dya l;:;’(:;;;;: Ortsii;:ma Sira toplam V4 U P degeri

Evet 171 117,48 20088,50 -1,614  4022,500 0,106
Youtube Hayir 55 101,14 5562,50

Toplam 226

Evet 212 113,25 24010,00 -,220  1432,000 0,826
Instagram Hayir 14 117,21 1641,00

Toplam 226

Evet 75 117,43 8807,00 -,637  5368,000 0,0524
Facebook Hayir 151 111,55 16844,00

Toplam 226
Twitter Evet 100 119,42 11942,00 -1,214  5708,00 0,225

Hayir 126 108,80 13709,00

Toplam 226

Evet 64 130,99 8383,50 -2,531  4064,500 0,011
Tik tok Hayir 162 106,59 17267,50

Toplam 226

Evet 99 131,79 13047,00 -3,717  4476,000 0,000
SnapChat Hayir 127 99,24 12604,00

Toplam 226

Tablo 9 da goriildiigii tizere Youtube (p=0,106), Instagram(p=0,826), Facebook
(p= 0,0524) ve Twitter (p=0,225) sosyal medya sitelerini kullanan katilimcilar
ile kullanmayan katilimcilarin para-sosyal etkilesim. Bununla birlikte Tik
Tok(p=0,011) ile SnapChat p=0,000) sosyal medya sitelerini kullanan katilimcilar
ile kullanmayan katilimcilarin para-sosyal etkilesim diizeyleri arasinda anlamli
bir farklilik oldugu gortilmektedir. H6 , H6, hipotezleri desteklenmektedir.

5.Sonu¢ ve Oneriler

Bu calismanin amaci SMF ile kurulan para-sosyal iliskinin tiiketicilerin gergek
benlik ve ideal benlik uyumunun satin alma niyetindeki aracilik etkisini
aragtirmaktir. Yapilan analizler para-sosyal iligskinin hem ger¢ek benlik ve hem
de ideal benlik uyumunun satin alma niyetine etkisine aracilik ettigini ortaya
koymustur. Analiz sonuglarma gére SMF’nin imaj1 ile takipgilerinin benlik
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uyumunun para-sosyal etkilesimi arttirmakta, para-sosyal etkilesim tiiketicilerin
satin alma niyetlerini olumlu olarak etkilemektedir. Caligmada ideal benlik
uyumu ile gercek benlik uyumu ayr ayri ele alinmis ve ideal benlik uyumunun
para-sosyal etkilesim {izerinde daha etkili oldugu saptanmigtir. Calismanin temel
katkis1 para-sosyal iliskinin benlik uyumu ve satin alma niyeti arasinda 6nemli
aracilik rollerine sahip oldugunu ortaya koymasidir. Calismanin bir diger amaci
tiikketicilerin para-sosyal etkilesim diizeylerinin sosyal medya tiirlerine farklilasip
farklilagsmadiginin  arastirilmasidir.  Yapilan analizler sonucunda Facebook,
Instagram, Twitter ve Youtube kullanan ve kullanmayan tiiketicilerin para-
sosyal etkilesim diizeylerinde anlamli bir farklilik yok iken Tik Tok ve SnapChat
kullanan ve kullanmayan tiiketicilerin para-sosyal etkilesim diizeyleri arasinda
anlamli bir farklilik oldugu sonucuna ulasilmistir. Bu bulgu ile fenomen pazarlama
baglaminda para-sosyal etkilesim literatiiriine katki saglamaktadir.

Calismada ilk olarak benlik uyumu tiirlerinin SMF ile kurulan para-sosyal
etkilesim tizerindeki etkisi incelenmis, gercek benlik ve ideal benlik uyumunun
para-sosyal etkilesim tizerindeki etkisinin olumlu ve anlamli oldugu bulunmustur
(H1, H2). Analiz sonuglar1 ideal benlik uyumunun (f=0,551, p=0,000) para-sosyal
etkilesime etkisinin gergek benlik uyumundan ($=0,180, p=0,002) daha fazla
oldugunu ortaya koymustur. Buna gore tiiketicilerin kendi ideal benliklerine yakin
olan SMF ile daha derin para-sosyal etkilesim kurdugu sdylenebilir. Diger bir ifade
ile tiikketiciler olmak istedikleri kisilere benzeyen fenomenleri tercih etmektedirler.
Calismanin bulgusu 6nceden yapilmis galigmalarla uyumludur. Ideal benligin
0z-sayg1 ve 0z-degerlilik motivasyonu ile ilgili oldugu g6z oniine alindiginda
(Sedikides ve Strubem, 1997) sosyal medya kullanicisi tiiketicilerin SMF
seciminde benlik saygisi ve degerlilik ihtiyacinin kendini dogrulama ihtiyacina
(gercek benlik motivasyonu) gore daha baskin oldugu sdylenebilir. Tiiketim alan
yazininda tiikketim davraniglarini yordamada gergek benlik uyumunun ideal benlik
uyumuna gore daha giiclii bir kavram oldugu goriilse de (Japutra vd., 2023; Malar
vd., 2011) bu ¢alismanin sonucuna gore fenomen pazarlama baglaminda durum
farklidir. ideal benlik uyumunun bu giicii SMF nin gevrimigi ortamda gdrece
olarak kendilerini daha iyi ifade etmeleri, benlik sunumlarini (Eerde, 2020:40)
daha kolay yapip samimiyet, yakinlik, benzerlik gibi 6zelliklerini daha rahat bir
sekilde tiiketicilere aktarabilmeleri olabilir (Ozer vd., 2022). Calismanin bulgusu
daha onceki ¢alisma sonuclarini desteklemektedir.

Calismada ikinci olarak SMF ile kurulan para-sosyal iliskinin tiiketicilerin satin
alma niyeti lizerindeki etkisi ele alinmistir. Sonuglar SMF ile kurulan para-sosyal
iliskinin satin alma niyetini arttirdigini géstermektedir (H3). Bulgu alan yazin ile
uyumludur. Buna gore SMF takipgileri ile para-sosyal etkilesim kurduklarinda
takipcileri SMF’ ne yakinlik duymaya baglamaktadir (Sokolova ve Kefi, 2020:5).
Para-sosyal etkilesim igerisinde bulunduklar1 SMF’ nin 6zellikleri ve giivenilir
olmasi takipgilerini etkilemekte ve takipgilerinin satin alma diirtiilerini harekete
gecirebilmektedir (Kim, 2020:196; Koay vd., 2023:6).
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Calismanin bir diger bulgusu para-sosyal iligkinin benlik uyumu tiirleri ile satin
alma niyeti arasinda aracilik etkisidir. Analiz sonuglarina gore ideal benlik
uyumunun satin alma niyeti iizerindeki dogrudan etkisi negatif yonlii ancak 0,05
diizeyinde anlamsiz iken ve gercek benlik uyumunun satin alma niyeti iizerinde
dogrudan etkisi pozitif ve anlamsizdir. Ancak para-sosyal etkilesimin araciligi ile
her iki uyum tiiriiniin de satin alma niyetine dolayl etkisi anlamli ve olumludur
(H4, HS). Gegmis ¢alismalar (Wallace vd., 2020), benlik uyumunun satin alma
niyeti olusturdugu konusunda hem fikir olsa da bu ¢aligma para-sosyal iligkinin
fenomen pazarlama kapsaminda bu mekanizmay tetikleyen temel faktdr oldugunu
ortaya koymustur.

Calismanin bir diger bulgusu Facebook, Instagram, Twitter ve Youtube kullanan ve
kullanmayan tiiketicilerin para-sosyal etkilesim diizeylerinde anlamli bir farklilik
yok (H6, H6,, H6, H6,) iken Tik Tok ve SnapChat kullanan ve kullanmayan
tiikketicilerin para-sosyal etkilesim diizeyleri arasinda anlamli bir farklilik oldugudur
(H6,, H6,). Arastirmalar YouTube Facebook, Instagram, Twitter, Tik Tok ve
SnapChat gibi sosyal medya sitelerinin fenomen pazarlama i¢in en ¢ok kullanilan
sosyal medya siteleri oldugunu gostermektedir (MarketingHub, 2023). Ancak
kullanicilar anlaminda ele alindiginda sosyal medya kullanim motivasyonlari,
yas gruplar1 gibi bazi 6zellikler sosyal medya tiirlerinde para-sosyal etkilesim
diizeyini etkiledigini ortaya koymaktadir. Bu ¢alisma 6rnekleminin %70 i 19-
25 yas arahig tiiketicilerden olusmaktadir (Tablo 1). Yapilan ¢alismalar Tik tok
ve SnapChat kullanicilarmin yas ortalamasimin 19-26 araligi oldugunu ortaya
koymaktadir hatta bu yas grubu SnapChat jenerasyonu olarak adlandirilmaktadir
(Haenlein vd., 2020). Bubaglamda Tik Tok ve SnapChat i¢in para-sosyal etkilesim
diizeyinde anlamli bir farklilik var iken Instagram, Facebook, Twitter ve Youtube
kullanicilarinda anlamli bir farklilik olmamasi yas faktorii ile acgiklanabilir.
Calismanin bulgusu alan yazin ile uyumludur (Haenlein vd., 2020).

Bu ¢alisma para-sosyal iliskinin etkileyici-fenomen uyumu ile satin alma niyeti
arasindaki aracilik etkisini ortaya koymaktadir. SMF’nin benlik imajinin tiiketicinin
benlik imaj1 ile uyumu satin alma niyeti olugturmak i¢in yeterli degildir. Satin
alma niyeti ancak SMF ile para-sosyal etkilesim kuruldugunda olusmaktadir. Bu
sonug para-sosyal etkilesim alanina 6nemli bir katki saglamaktadir. Buna gore
tiikketiciler hem gercek benlikleri hem de ideal benlikleri ile uyumlu gordiikleri
sosyal medya fenomeni ile para-sosyal etkilesim gelistirmekte ve bu iliskini
etkisi ile s6z konusu SMF’nin tanittig1 iirtinleri satin almaya niyetlenmektedir.
Tiiketiciler daha ¢cok olmak istedikleri kisiliklere benzeyen yani ideal benlikleri
ile uyumlu SMF ile para-sosyal etkilesim gelistirmektedirler. Bu baglamda bu
calisma benlik uyumu ve para-sosyal etkilesim literatiiriine katki saglamaktadir.
Calismanin diger 6nemli katkis1 ise para-sosyal etkilesim diizeyinin sosyal medya
tirlerine gore farklilasip farklilasmadigini ortaya koymasidir. Alan yazinda
konuya iligkin nicel bir arastirmaya rastlanmamis olmasi para-sosyal etkilesim
alanina katki agisindan 6nem arz etmektedir.
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Uygulayicilara Oneriler

Bu caligmanin bulgulari isletmelerin {iriin ve markalarini tanitmak ic¢in destek
alacaklar1 sosyal medya fenomeninin se¢iminde yardimci olabilir. SMF ile
gelistirilen para-sosyal etkilesimin satin alma niyetinin belirleyicisi oldugu
diisiiniildiigiinde para-sosyal etkilesimi giiclendiren gercek benlik ve ideal benlik
uyumu gibi etmenlerin gdz 6niinde bulundurulmas: gerekmektedir. Ornegin;
vegan beslenmeyi benimsemeye calisan bir tiiketici kendisi ile benzeyen bu
yonde egilimleri olan SMF’ne ilgi duyarak takip edecek ve para-sosyal etkilesim
gelistirecektir. Benlik genisletme ihtiyact ile s6z konusu SMF’nin tavsiye
ettikleri iriinleri satin almalar1 beklenebilir. Tiiketicilerin olmak istedikleri
kisilikleri yansitan SMF ile para-sosyal etkilesim gelistirdikleri diisiintildiigiinde
isletmelerin segtikleri SMF ile takipgilerinin ilgi alanlarmin benzerligini goz
oniinde bulundurmalar1 6nerilebilir. Bununla birlikte hedef kitlelerinin demografik
Ozelliklerini, ilgi alanlarini belirlemenin fenomen destegi alacaklari sosyal medya
kanalin1 segcmelerinde faydali olacagi soylenebilir. Calismanin bulgularina gore
kullanilan sosyal medyanin tiire para-sosyal etkilesim farklilik gostermektedir. Bu
baglamda, uygulayicilar is birligi yapacaklar1 fenomenlerin aktif olduklari sosyal
medyay1 bu bulgular dogrultusunda belirleyebilirler. isletmeler, sosyal medya
tiiriiniin ve benlik uyumunun para-sosyal etkilesim giiclendirdigini gbz oniinde
bulundurmali, pazarlama stratejilerinde destek alacaklari SMF’nin takipgileri
ile uyumlu ve benzer olmasina, benzer ilgi alanlarina sahip olmalara dikkat
etmelidir.

Kisitlar ve arastirmacilara oneriler

Caligmanin en 6nemli sinirliligi 6rnekleme yontemidir. Calisma tesadiifi olmayan
orneklemeyontemlerindenkolaydadrneklemeileyapildigiicinsonuglaritiimevrene
genellemek dogru olmayacaktir. Bu nedenle ¢caligmadan elde edilen bulgularin bu
kapsamda degerlendirilmesi gerekmektedir. Gelecekteki ¢aligmalarda, arastirma
modeli, tesadiifi drnekleme yontemlerinden faydalanilarak farkli 6rneklem ve
farkl: kiiltiirlerde test edilebilir. Bu ¢alismanin modeli genel olarak biitiin sosyal
medya kullanicilari kapsaminda ele alinmistir. Gelecek ¢aligsmalar farkli ve spesifik
sosyal medya siteleri i¢in yapilabilir. Caligmanin hipotezleri farkli sosyal medya
siteleri i¢in test edilip karsilastirmalar yapilabilir. Calismanin katilimeilarimin
biiyilk cogunlugu birden fazla sosyal medya sitesini takip etmektedir. Bu
calismanin diger bir kisitin1 olusturmaktadir. Gelecek ¢alismalarda aragtirmacilar
katilimcilarin favori sosyal medya sitelerini belirleyerek sosyal medya tiirlerine
gore degiskenlerin farklilagip farklilasmadigini test edebilirler.
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EXTENDED ABSTRACT

The Effect of Self-Congruence on Purchase Intention in Influencer Marketing:
Mediating Role of Para-Social Interaction

1.Introduction

In recent years, consumers have transitioned from being passive actors in one-way
communication to active players in communication due to the changing trends in
marketing, from traditional to digital strategies. Influencer marketing, considered
a digital form of word-of-mouth, is a marketing strategy in which brand owners
and organizations select popular personalities known as influencers, who have
gained a significant following on social media platforms, to promote their brands
or products to their target audiences (Lou & Yuan, 2019). Social media influencers
(SMI) are individuals who produce valuable content in their specific field to an
extensive network of followers. Through regular participation and developing
intimacy with their followers by effectively utilizing the interactive features of
social media, they have become micro-celebrities capable of influencing others.
As a result, SMIs have become indispensable in brand marketing strategies, as
they can affect the attitudes and opinions of their followers by endorsing products
or recommending services through social media posts (Dinh & Lee, 2022).

Parasocial relationship, a sense of connection that individuals develop with media
figures, such as celebrities, television characters, or SMls, is a popular concept
in influencer marketing context. Earlier research has shown that the parasocial
interaction with SMI has a major impact on consumers' intentions to purchase
products promoted by the SMI (Koay et al., 2023; Akdeniz &Uyar, 2021).
Also, it is indicated that features of the influencer such as perceived similarity
and credibility have an impact on the parasocial interaction between SMI and
consumers. However, the relationship between the self-image of SMI and
consumers self-congruity and the role of parasocial interaction in this relationship
are neglected. To fulfill this gap, this study proposed a model to investigate the
impact of self-congruity on the purchase intention and then the mediation role
of parasocial interaction between self-congruity and purchase intention in the
influencer marketing context. Thus, the aim of current study is examining the
mediation effect of parasocial interaction among the ideal self-congruity and
actual self-congruity and purchase intention. Also, meaningful differences related
to parasocial interaction between the users and non-users of social media types
were examined. The results have importance in terms of contribution to the
influencer marketing literature.

2.Literature Review

The research model was established based on the self-congruence theory (Sirgy,
1982), and parasocial interaction theory (Horton & Wohl, 1956). Self-congruity is
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discussed as a component of self-influencer congruity which is related to source-
related component of perceived similarity. As a result of the literature review,
the theoretical framework and hypotheses related to the research model were
determined.

Self-congruence is the perceived match between a consumer's self-image and
social media influencers’ image (Japutra et al., 2019; Sirgy, 1982). Self-congruence
is described in two dimensions as actual self and ideal self-congruence. Studies
showed that perceived congruence of actual and ideal self-image of consumers and
SMI’s image creates parasocial interaction. (Ozer, 2022). So, the hypotheses were
proposed as H1: The congruence between the consumer's actual self and the SMI
image positively affects parasocial interaction. H2. The congruence between the
consumer's ideal self and the SMI image positively affects parasocial interaction.

Prior research indicated that parasocial interactions with social media influencers
have a major impact on consumers’ intentions to purchase products endorsed
by the SMI (Koay et al., 2023; Lee & Watkins, 2016). In accordance with this
result H3 is proposed as: H3: Parasocial interaction with SMI positively affects
purchase intention of consumers. There is evidence that parasocial identification
mediates the relationship between influencer congruence and purchase intention
(Shan et al., 2020). According to Sirgy (1985), self-congruency is related to the
purchase intention of consumers. Also, consumers are inclined to feel intimacy
to SMI with whom they developed a parasocial interaction (Sokolova & Kefi,
2021). Thus, H4 and HS are proposed as H4: Parasocial interaction with SMI
mediates the relationship between actual self-congruence and purchase intention.
H5. Parasocial interaction with SMI mediates the relationship between ideal
self-congruence and purchase intention.H6. Differences between users and non-
users of social media types (Youtube, Instagram, Facebook, Twitter, TikTok and
SnapChat) according to parasocial interaction levels is statically significant.

3.Method

SMI image-consumer actual self-congruence and SMI image-consumer ideal self-
congruence were measured with the scale consisting of six items adapted from
Japutra et al. (2019). Parasocial interaction was measured through an 8-item scale
(Lee & Watkins, 2016). Purchase intension was measured by 2 items adapted
from Sokolova and Kefi, (2020) and three items adapted from Ki and Kim (2019).
All scales of the study were validated in Turkish and found internally reliable. The
Likert-type scale with a five-point format that ranging from 1 = strongly disagree
to 5 = strongly agree was used in evaluating all the items. The data were collected
from 226 consumers who are older than 18 by an online survey technique via
social media sites such as WhatsApp, Facebook, etc., and convenience sampling
method was used. In the study, descriptive statistics regarding the demographic
and socio-psychological characteristics of the participants were presented. A
confirmatory factor analysis was conducted to examine the structural validity of
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the scales. Reliability of the scales were checked with Cronbach’s alfa, CR and
AVE. The hypotheses of the study were tested with path analysis using Smart
PSL-SEM. Since, data wasn’t distributed normally the non-parametric test Mann
Whitney U technique is used for differences analyses.

4.Findings

The results indicated that the effects of both ideal and actual self-congruence
on parasocial interaction were positive and significant at the 0.05 level (HI,
H2 supported). This finding is important since it is the first time that a study
examines self-image congruity as an antecedent of the parasocial interaction and
is compatible with the literature (Lee & Watkins, 2016) that indicated the features
of SMI had an impact on the parasocial interaction. Another finding indicated that
parasocial interaction has a positive effect on purchase intention (H3 supported),
which is compatible with the literature (Sokolova & Kefi, 2020; Koay et al.,
2023). It is found that parasocial interaction has a mediation effect between
both actual self-congruence and ideal self-congruence and purchase intention
(H4, HS supported). It is notable that when the direct effect of both actual self-
congruence and ideal self-congruence on purchase intention is insignificant, the
indirect effect of actual and ideal self on purchase intention through the parasocial
interaction is positive and significant. It is compatible with the literature (Taher
et al., 2022; Ozer et al., 2021) that para-social interaction mediates between SMI
features such as expertise, etc., and purchase intention. Finally, it is found that the
differences of parasocial interaction levels between users and non-users of Tik
Tok and SnapChat were statically significant (H6e, H6f were supported) whereas
not significant for Twitter, YouTube, Instagram and Facebook (H6a, H6b, Héc,
H6d were unsupported).

5.Conclusion

In this study, it is demonstrated that congruence with the consumer's actual and
ideal self-image and an influencer's self-image can inspire the consumer to develop
parasocial interaction with the SMI. In the result consumers can perceive the SMI
as highly credible (Koay et al., 2023) or a sense of proximity (Sokolova & Kefi,
2021), which, result in influencing their intentions to purchase products endorsed
by SMI. The companies can utilize from result of current study to ascertain the
appropriate SMI for their marketing communication strategy. They can prefer the
SMI who has similar images and interests with the followers. Also, this study has
limitations. Because of the sampling method, the results can't be generalized to all
consumers. In future studies, researchers can test the model with different samples
or cultures.
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LEVERAGING THE POWER OF GAMIFICATION IN
CONSUMER DECISION MAKING:
HEDONISM VS. UTILITARIANISM !

Sel¢uk Yasin YILDIZ >3

ABSTRACT

Various studies have been conducted on the shopping behavior, which is a widespread
phenomenon in consumer culture, in the field of consumer behavior. Researchers have
identified that personal, environmental, and cultural variables, along with other factors,
influence shopping behavior. Among these factors, there are hedonic and utilitarian shopping
behaviors, which are two different forms of consumer behavior motivated by different desires
and goals. Understanding these distinctions can assist companies and marketing professionals
in adjusting their marketing efforts to align with the demands and preferences of their target
customers. Furthermore, gamification is a powerful marketing strategy that can enhance
customer engagement, motivate desired actions, and provide valuable consumer data. This
study has been prepared to determine what kind of changes occur in consumers' purchasing
behaviour when gamification elements are included in the shopping process. Within the
scope of the study, three specific aspects of purchasing behaviour are examined: hedonic
shopping, utilitarian shopping and gamification. Based on flow theory, this study addresses
the differences between the presence and absence of gamification elements in terms of
hedonic shopping value and utilitarian shopping value. A longitudinal study was designed to
determine the changes in consumer purchasing behavior caused by gamification elements.
Data was collected in two different periods. The "hedonic and utilitarian shopping value"
scales were used during the data collection process, which was conducted through an online
form. Analyses were conducted using the data obtained from a total of 408 participants who
participated in both data collection periods. According to the analysis results, consumers
who prioritize utilitarian value in their shopping when gamification elements are not present
tend to engage in more hedonic shopping when gamification elements are introduced. These
results indicate that when gamification elements are included in the shopping process, they
lead to changes in consumer behavior, alter consumers' purchasing styles, and influence
the consumer decision-making process. The integration of gamification elements into the
shopping process will have an impact on consumers' behaviors, purchase decision-making
processes, and shopping patterns. Considering that hedonic shopping behavior leads
to increased purchases and higher payments by consumers, representatives of the sector
operating in e-marketplaces should focus on gamification elements.

Keywords: Gamification, Flow theory, Hedonic shopping, Utilitarian shopping, Behavioral
changes.
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TUKETICi KARAR VERME SURECINDE OYUNLASTIRMANIN
GUCUNDEN YARARLANMAK: HAZCILIK FAYDACILIGA KARSI

Oz

Tiiketici davranisi alaninda, tiiketim kiiltirinde yaygin bir olay olan aligveris eylemi
lizerine cesitli arastirmalar yapilmistir. Diger faktorlerin yani sira kisisel, ¢evresel
ve kiiltiirel degiskenlerin de aligveris davranisini etkiledigi arastirmacilar tarafindan
tespit edilmistir. Bu unsurlar arasinda, farkli giidii ve hedeflerle motive olan iki farkli
tiiketici davranist bi¢imi olan hazci ve faydact aligveris de yer almaktadir. Bu ayrimlarin
anlagilmasi, firmalarin ve pazarlama profesyonellerinin, pazarlama cabalarini hedef
miisterilerinin talep ve tercihlerine uyacak sekilde degistirmelerine yardimci olabilir.
Ayrica oyunlastirma, misteri katilimini artirabilecek, istenen eylemleri motive edebilecek
ve onemli tiiketici verileri saglayabilecek giiclii bir pazarlama stratejisidir. Oyunlastirma
unsurlarinin, aligveris siirecine dahil edildiginde tiiketicilerin satin alma davraniglarinda ne
tiir degisiklikler meydana geldigini belirlemek amacryla bu ¢calisma hazirlanmigtir. Caligma
kapsaminda satin alma davraniginin hedonik aligveris, faydaci aligveris ve oyunlastirmadan
olusan ti¢ 6zel yonii incelenmektedir. Akis teorisini temel alan bu g¢alismada hedonik
aligsveris degeri ve faydaci aligveris degeri agisindan, oyunlastirma unsurlarinin varligi
ve yoklugu arasindaki farklara deginilmektedir. Oyunlastirma unsurlarmin tiiketicilerin
satin alma davraniglarinda ne tiir degisiklikler meydana getirdigini belirlemek igin iki
farkli donemde verilerin toplandig1 boylamsal bir ¢aligma tasarlanmistir. Veri toplama
stirecinde “hedonik ve faydaci alisveris degeri” 6lgekleri kullanilmistir. Veriler ¢cevrimici
form araciligiyla toplanmistir. Her iki veri toplama siirecine katilan toplam 408 kisiden
elde edilen veriler lizerinden analizler yapilmistir. Analiz sonuglarina gore; oyunlastirma
unsurlarmin devrede olmadigi durumda yapilan aligverislerde faydact degeri 6n planda
tutan tiiketiciler, oyunlastirma unsurlar1 devreye girdiginde daha fazla hazci degerlerle
aligverig yapmaktadir. Bu sonuglar, oyunlagtirma unsurlarmin aligveris siirecine dahil
edildiginde, tiiketicilerde davranig degisikligine yol a¢tigini, tiiketicilerin satin alma
tarzlarini degistirdigini ve tiiketici karar siirecini etkiledigini gostermektedir. Oyunlastirma
unsurlarmin aligveris siirecine entegre edilmesi, tiiketicilerin davranislarinda, satin alma
karar siireglerinde ve satin alma tarzlarinda degisikligine etki edecektir. Hazci aligveris
davranisimin tiiketicilerin daha fazla satin almasina ve daha fazla 6deme yapmalarina
neden oldugu diisiiniildiigiinde, e-pazar yerlerinde faaliyet gosteren sektor temsilcilerinin,
oyunlastirma unsurlarina neden yogunlagmalar1 gerektiginin cevabini vermektedir.

Anahtar Kelimeler: Oyunlastirma, Akis teorisi, Hedonik alisveris, Faydact aligveris,
Davranigsal degisimler.
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1. Introduction

Gamification is used in marketing to engage and motivate customers to participate
in certain behaviors, such as purchasing products or engaging with a brand
(Gatautis et al., 2021; Vitkauskaité, 2021). It is gaining increasing popularity in
marketing as a means to engage customers and enhance brand loyalty (Gupta &
Gomathi, 2017; Mattke & Maier, 2021; Torres et al., 2022). It finds application
across various industries, including retail (Insley & Nunan, 2014), healthcare
(Hammedi et al., 2017; Muangsrinoon & Boonbrahm, 2019), education (Dicheva
et al., 2015; Huang & Soman, 2013), and financial services (Bayuk & Altobello,
2019; Yang et al., 2023). Some instances of gamification in marketing encompass
loyalty programs (Abou-Shouk & Soliman, 2021; Hwang & Choi, 2020), social
media challenges (Nour et al., 2019; Safapour et al., 2019), and interactive digital
advertisements (Ghosh & Dwivedi, 2022; Vashisht et al., 2019). Although not
universally employed, it has emerged as a favored strategy for numerous companies
seeking to enhance customer engagement. Gamification has experienced a surge in
recent years as more companies recognize its potential in engaging customers and
driving business outcomes. Within the marketing industry, it has become a popular
approach for augmenting customer engagement, loyalty, and brand awareness.
According to a report by Markets and Markets (2020), "the gamification market
is projected to grow from $9.1 billion in 2020 to $30.7 billion by 2025, at a
compound annual growth rate (CAGR) of 27.4% during the forecast period."

While games are standalone experiences with their own set of rules and objectives,
gamification incorporates game elements into existing activities or processes
to render them more captivating and motivating. For instance, in education,
gamification is employed to enhance students' motivation, participation, and
performance by adapting game elements to cater to their needs (Hallifax et al.,
2019). This can involve adding elements such as points, levels, badges, and
leaderboards to educational activities to make them more interactive and enjoyable
(Nah et al., 2014). The relationship between games and gamification in marketing
lies in the use of game elements to create a similar immersive and interactive
experience that can captivate and motivate consumers. Gamification leverages
the inherent entertainment and motivation found in games to encourage desired
behaviors (Khaleghi et al., 2022; Park & Bae, 2014; Priesterroth et al., 2019),
increase customer engagement (Harwood & Garry, 2015), and achieve desired
outcomes in marketing contexts.

In the context of online shopping, gamification applications significantly influence
users' experiences by encompassing utilitarian and hedonic attributes, thereby having
the potential to alter their perceptions (Hamari & Koivisto, 2015; Hsu et al., 2017
Xu et al., 2017). Among the various strategies employed to capture customers'
interest and retain their patronage, gamification has emerged as a potent tool (De
Canio et al., 2021; Hofacker et al., 2016; Robledo et al., 2013; Trigo-De la Cuadra
et al., 2020). Simultaneously, the concept of hedonic shopping, characterized by the
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pursuit of pleasure and emotional satisfaction throughout the shopping process, has
gained significant traction (Insley & Nunan, 2014; Shi et al., 2022; Xu et al., 2023).
Gamification, by introducing elements that trigger pleasure and excitement, enhances
the overall shopping experience (Al-Zyoud, 2021; Banerjee & Bhattacharya, 2022;
Garcia-Jurado et al., 2019). Consequently, the emotions of joy and excitement
associated with these experiences contribute to the realm of hedonic shopping.
Notably, hedonic shopping thrives on exploration and novelty (Arnold & Reynolds,
2003). Gamified shopping experiences typically incorporate elements of surprise and
discovery, thereby encouraging customers to explore new products or interact with
the brand in innovative ways (Ho et al., 2022; Xu et al., 2020). This sense of novelty
and exploration is congruent with the hedonistic pursuit of pleasure and excitement.

It can be said that this situation is related to the flow theory that forms the theoretical
background of the study. Because flow refers to the integration of persons with the
activity via immersion in the process and abandonment of the idea of time, as if
there is nothing other than the tasks they are performing (Csikszentmihalyi, 2014).
Therefore, it may be concluded that individuals who are concentrating on the
current activity display more entertainment-oriented behaviors. Being in the flow
includes characteristics such as setting clear goals, temporary unconsciousness,
a distorted perception of time, actions combined with awareness and immediate
feedback, a high level of focus on the task, a high level of control, achieving a
balance between the individual's current abilities and task difficulties, and autotelic
experiences (Csikszentmihalyi, 2020). According to flow theory, people are more
fulfilled when they are completely engaged in a challenging and skill-appropriate
task (Csikszentmihalyi, 1990). It is known that individuals are more likely to have
happy emotions and be satisfied with their shopping when they are in a state of
flow when shopping (Csikszentmihalyi, 2014). Several research (Bilgihan et al.,
2014; Hamari, 2013; Koufaris, 2002; Ozkara et al., 2017; Wu et al., 2020) have
examined the application of flow theory to online buying. Consumers who wish
to shop via mobile applications build good views toward the products/company
while in the flow (Korzaan, 2003) and have positive purchase intentions both at the
moment of shopping (Ali, 2016) and in the future (Korzaan, 2003). (Kazancoglu
& Demir, 2021). The most significant factor positively influencing purchase intent
is the pleasure and enjoyment aspect of the book (Ozkara et al., 2017; Shahpasandi
et al., 2020; To & Sung, 2015). When people are in a state of flow, they are less
inclined to consider the practical ramifications of their activities and more likely
to concentrate on their enjoyment of the activity (Urmston & Hewison, 2014).
Literature indicates that shoppers experiencing high levels of flow are more likely
to participate in hedonic activities (Bridges & Florsheim, 2008; Ozkara et al.,
2017; Schmitt, 1999). Moreover, according to (Csikszentmihalyi, 1990), flow
happens when a person's talents and abilities are a good fit for the demands of the
activity at hand. In the context of shopping, this may imply that the individual is
able to locate the necessary items without becoming overwhelmed or dissatisfied.
Therefore, by understanding the psychological factors contributing to flow,
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individuals can optimize their experience with utilitarian shopping value and
enjoy this practical activity more.

Although the studies in the literature consist of studies based on hedonic and
utilitarian shopping in the light of flow theory (Chang et al., 2014; Ozkara et al.,
2017; Sun et al., 2014), as well as gamification contextual studies (Behl et al.,
2022; Bitrian et al., 2020; Hwang & Choi, 2020; Lavoie & Main, 2019), to the best
of our knowledge, previous research has been insufficient to show what kind of
behavior change occurs when gamification elements are included in the shopping
process. To address this gap in the literature, this study aims to determine what
changes occur in consumers' purchasing behavior when gamification elements
are included in the shopping process. In other words, the main contribution of the
current paper is to investigate the effect of gamification elements on consumer
behavior through flow theory. The contribution of the current paper is threefold. In
addition to behavioral changes, no study has found that gamification will lead to
changes in consumers' purchasing decision processes and purchasing styles, and
the results of this study contribute to eliminating this deficiency.

1.1. Gamification

Gamification, which is defined as the deliberate application of game components
in non-game situations (Landers et al., 2018), is an engaging technique used to
make mundane work more pleasurable (Gulinna & Lee, 2020). Gamification
is a preferred method among academics and professionals in numerous fields,
including education (Sailer & Homner, 2020), tourism (Xu et al., 2017), trade
(Hamari, 2013), health (Sardi et al., 2017), psychology (Stansbury & Earnest,
2017), exercise and sports applications (Hamari & Koivisto, 2015b), and logistics
(Hamari & Koivisto, 2015b) (Warmelink et al., 2020). Gamification (Conaway &
Garay, 2014; Hamid & Kuppusamy, 2017), which has been the topic of marketing
science study within the purview of service marketing, has become an efficient
technique to contact customers in the realm of electronic commerce (Hogberg
et al., 2019; Noorbehbahani et al., 2019). At the same rate as mobile marketing
activities expand, so does interest in gamification (Hofacker et al., 2016). The
benefits that Enpara, a Turkish bank, users receive as "Enpara of the month" based
on their transactions, consumers who order using the Starbucks application earn
free drinks by earning "stars" for each order, and Trendyol.com application users
receive "1 in 3 hours flash discounts" are examples of gamification applications
offered via mobile applications.

The employment of game features in non-game situations (Landers et al., 2018) as
a persuasive technique to influence human behavior (Hamari & Koivisto, 2015b)
is based on the human propensity to compete, challenge, and engage socially
(Zichermann & Cunningham, 2011). Marketing professionals have employed
scorecards, reward-earning memberships, and advanced degrees for years despite
the growing popularity of gamification in recent years (Nelson, 2012). Using
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game design aspects to produce non-game products by promoting value-creating
behaviors such as higher customer loyalty and greater consumer engagement
(Blohm & Leimeister, 2013; Huotari & Hamari, 2012). With the expansion
of mobile marketing initiatives, everyday interest in gamification is growing
(Marchand & Hennig-Thurau, 2013).

In a study conducted in Italy, 30% of the participants stated that gamification
could improve business performance, while 27% indicated that it could positively
impact companies' performance (Clement, 2019). In another study conducted in
the US, employees said that gamification made them feel more productive (89%)
and happier (88%) at work (Apostolopoulos, 2019). In the first quarter of 2022,
the gamification-based language learning application Duolingo generated more
than USD 81 million in revenue compared to the first quarter of 2021 (Duolingo,
2022). Gamification, which serves a functional purpose in terms of its advantages
(Heijden, 2004), generally has utilitarian features. While only 17% of luxury
consumers worldwide express that they are excited by brands' gamification
efforts, this rate rises to 25% among young consumers (Vogue, 2021). 10% of
global business executives pointed to gamification as a vital tool for companies to
organize successful loyalty programs (Harvard Business Review, 2019). Despite
these utilitarian and advantageous features, it has been determined that only 1 out
of 5 individuals know about gamification (Clement, 2019). Digital technologies
are hybrid systems that fulfill consumers' needs by helping them to be productive
(utilitarian) and entertained (hedonic) (Koivisto & Hamari, 2019; Yu & Huang,
2022). Similarly, gamification not only helps to increase users' efficiency but also
encourages them to perform a specific task in an enjoyable way (Gerdenitsch et
al., 2020; Mitchell et al., 2020). The application of this magical motivational tool,
which helps to perform tasks enjoyably in non-game contexts, has a significant
impact on users' persuasion processes (Versteeg, 2013).

Gamification enhances the online retail environment by incorporating game elements
to provide consumers with a more enjoyable shopping experience (Petkov et al.,
2011). This can lead to increased loyalty, brand attitude, and purchase intention
among consumers. Yang et al. (2017) found a positive impact of gamification on
consumer engagement and brand attitude. Aparicio et al. (2021) emphasized that
gamification can enhance consumer engagement and transform the shopping
experience into a form of entertainment, ultimately leading to increased sales. Xu
et al. (2020a) highlighted that when gamification is implemented in the context
of online shopping, it can trigger the enjoyment by fulfilling consumers' need for
autonomy. This can increase intrinsic motivation and result in a more pleasurable
shopping experience. Raman (2020) conducted a study on young female online
shoppers in India and determined that gamification influences behavioral intentions
through social interaction and perceived enjoyment. In addition to enhancing the
shopping experience, gamification can also impact consumer decisions and loyalty
to the store brand. Tobon et al. (2020) found that when consumers interacted with a
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mobile application containing gamification elements while shopping in a brick-and-
mortar store, it influenced their purchase decisions.

In both game and non-game contexts, the use of gamification aspects by businesses
to achieve their marketing objectives has become an increasingly popular
strategy (Hamari & Lehdonvirta, 2010). (Deterding et al., 2011; Zichermann &
Cunningham, 2011). Gamification, which has been defined as "a new industrial
revolution powered by game" (Dibbell, 2006), is a significant technique for
engaging consumers in online buying procedures (Harwood & Garry, 2015).

Individuals sense to worry, rage, and irritation when they feel overworked, yet they
suffer boredom when their responsibilities are inadequate (Novak et al., 1996).
Since individuals believe that nothing else is significant except the actions they are
performing, they persist regardless of the expense since they derive enormous joy
from this activity (Csikszentmihalyi, 1990). Elements of gamification intentionally
distract people from these stressful circumstances by maintaining their flow
(Terlutter & Capella, 2013; Waiguny et al., 2012). In gamification, complete
engagement in a game is optional. To get the desired results, it is sufficient to
concentrate on the game's most crucial facets (Zichermann & Linder, 2010). Users'
attempts to be known in social networks, accomplish tasks, and enter ranks are
examples (Petriwskyj et al., 2014; Zichermann & Cunningham, 2011).

1.2. Hedonic shopping and utilitarian shopping

Gamified systems can be applied for motivational purposes in different fields, such
as marketing, finance, education, health, and organizational behavior (Deterding et
al., 2011). Motivations are the processes that cause consumers to behave a certain
way (Solomon et al., 2006). There are two types of motivation: intrinsic and extrinsic
(Ryan & Deci, 2000). When individuals are intrinsically motivated, the pleasure
they will derive from an activity will encourage their performance while performing
that task, and the motives that initiate such positive experiences are associated with
intrinsic motivations (Csikszentmihalyi, 1990; Deci & Ryan, 2013). However,
extrinsically motivated users prefer more utilitarian systems toward the goal they
want to achieve (Heijden, 2004). Therefore, it can be said that shopping motivations
stem from two basic motivations that can be expressed as utilitarian and hedonic
motivation (Babin et al., 1994; Childers et al., 2001; Voss et al., 2003).

Hedonic consumption is defined as “behavioral aspects related to multi-sensory,
fantasy, and emotional consumption” (Hirschman & Holbrook, 1982). This type
of consumption, also referred to as hedonic consumption, suggests that a consumer
is driven by the fun he/she has while using the product and that the success he/she
will achieve at the end of the task is aesthetic (Holbrook & Hirschman, 1982). The
motivation of hedonic shopping refers to consumers shopping for pleasure rather
than utilitarian purposes during the purchase process (Arnold & Reynolds, 2003).
This shopping style, which emphasizes enjoyment over genuine needs or functional
aims, focuses on maximizing pleasure throughout the shopping experience (Alba
& Williams, 2013). Motivated by psychological factors such as the pursuit of
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adventure, the desire for social acceptance, the aspiration to demonstrate oneself
to others, the need for self-identity creation, and the pursuit of gaining respect,
hedonic shopping constitutes a consumer behavior driven by psychological
incentives (Crowley et al., 1992; Jones et al., 2006; Kim, 2006; Ozen & Kodaz,
2012). Under such psychological factors, hedonic shopping motivations, which
significantly impact consumers' purchasing behaviors, are also influenced by
gamification elements such as rewards, incentives, and the desire to earn points
(Hsu et al., 2017). By combining rewards and incentives like as loyalty points,
discounts, and special offers, shopping experiences can become more engaging
and entertaining (Hsu & Chen, 2018). Consequently, these rewards can instill a
sense of accomplishment and progression within individuals, thereby heightening
the overall enjoyment derived from the shopping process.

Utilitarian shopping, on the other hand, pertains to shopping activities that fulfill
a purposeful, functional, or economic need (Babin et al., 1994). Like hedonic
purchasing incentives, utilitarian shopping motivations can give a sense of
accomplishment and advancement (Ribeiro Cardoso & Sara Carvalho, 2010;
Sarkar, 2011; To et al., 2007; Voss et al., 2003). Those who finish the shopping job
satisfy specific demands and experience a sense of accomplishment and fulfillment.
In this element of consumer behavior, shopping is viewed as a task whose worth is
contingent on its success or completion (Hirschman & Holbrook, 1982). Shopping
for utilitarian purposes fulfills several vital tasks in the lives of humans, including
addressing fundamental necessities, encouraging control and autonomy, and
fostering success and advancement. Using gamification to promote utilitarianism is
one method (Hamari, 2013). For instance, a business may design a rewards program
that gives consumers points for purchasing "useful" things, which can then be used
for discounts or other prizes. This gamification strategy encourages customers to
consider the practicality of the things they purchase and concurrently rewards them
for doing so. Consequently, by gamifying utilitarian shopping, businesses may assist
in the formation of a community of customers who prioritize the functionality of the
things they purchase over their emotional or aesthetic appeal.

The task orientation of hedonic purchasing incentives, such as enjoyment, fun,
imagination, and sensory stimulation, is similar to that of utilitarian buying
reasons (Babin et al., 1994). Since hedonic feelings are enhanced by experience
purchasing, gamification may play a significant role in the development of hedonic
impulses (Sun et al., 2019). The transformation of the gamification process into
purchase intentions has been linked to utilitarian shopping motivations (Ryan
& Deci, 2000) and, similarly, the experience of playing a game has been linked
to hedonic shopping motivations (Ryan & Deci, 2000) in terms of intrinsic
motivations (Huotari & Hamari, 2012). It's hard to classify gamification as either
utilitarian or hedonic because it provides both utilitarian (productivity) and
hedonic (enjoyment) motives (Hamari & Koivisto, 2015a).

Utilitarian shopping refers to the functional and practical benefits that consumers
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seek to obtain from their shopping experiences (Vieira et al., 2018). It focuses on
meeting specific needs and goals, such as finding the right product at the right
price (Kang & Park-Poaps, 2010). However, in certain industries like fashion,
online retailers face challenges in recreating the sensory experience of clothing
shopping, which can discourage customers from making online purchases. To
overcome this challenge, fashion retailers have embraced gamification strategies
as a method to create effective customer experiences both online and offline
(Insley and Nunan, 2014). Gamification can provide a sense of achievement and
progress that motivates consumers to engage more in the shopping process and
ultimately leads to increased satisfaction and loyalty (Bauer et al., 2020). Building
on the literature reviewed, the following H, hypothesis is proposed:

H : There is a statistically significant difference between the level of utilitarian
shopping before the gamification elements were included in the shopping process
and the level of utilitarian shopping after the gamification elements were included.

Vieira et al. (2018) found that gamification positively influences hedonic
shopping value. According to this research, incorporating game elements into the
shopping experience will lead to increased satisfaction by enhancing emotional
and aesthetic outcomes. A study conducted by Chung et al. (2017) demonstrates
that the presence of gamification techniques enhances the impact on the hedonic
aspects of shopping by increasing consumers' purchase impulses. Xu et al. (2020b)
emphasize that gamification satisfies consumers' hedonic emotions and triggers
their shopping motivations. Additionally, Krishna et al. (2023) have determined
that enjoyable gamification techniques are particularly effective in enhancing
the hedonic aspects of consumers' shopping experiences. Based on the evidence
presented, the research puts forward the following H, hypothesis:

H : There is a statistically significant difference between the level of hedonic
shopping before the gamification elements are included in the shopping process
and the level of hedonic shopping after the gamification elements are included.

Research has shown that gamification can have a positive impact on consumer
behavior and shopping value. For instance, a study found that experiencing
gamified marketing activities positively influenced both hedonic and utilitarian
shopping value and led to desired consumer behaviors (Bauer et al., 2020).
Another study emphasized the significant role of gamification in influencing
consumers' attitudes and intentions to continue using and recommending a service
(Kusumawardani et al., 2023). Additionally, the use of gamification in online
shopping can also benefit from consumers' impulse buying behavior. Research
has indicated that gamification elements such as scarcity and randomness can
encourage consumers towards hedonic shopping value and impulsive purchase
behavior (Chung et al., 2017). Drawing from the aforementioned findings, H, and
H, hypotheses are developed as follows:

H: There is a statistically significant difference between the utilitarian and
hedonic levels before gamification elements are included in the shopping process.
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H There is a statistically significant difference between the utilitarian and
hedonic shopping value levels after gamification elements are included in the
shopping process.

2. Aim and Method

This study is a longitudinal study designed to investigate what kind of changes
occur in the purchasing behavior of consumers when they encounter gamification
elements in their shopping processes. Longitudinal studies are used to determine
the tendency of the researched subject and to determine the changes in the sample
participating in the research over time (Biiylikoztiirk et al., 2008). This approach
allows researchers to collect data at regular intervals and analyze changes or trends
in the data while researchers can understand a topic and its development over time
more deeply (Carlson et al., 2004).

2.1. Variables of the Research

The current 12-item version of the 20-item "hedonic and utilitarian shopping
value" scale created by Babin et al. (1994) was utilized in the study process, and
Picot-Coupey et al. (2021) tested its validity in mobile apps. The information was
collected using a Google Forms questionnaire. The questionnaire is divided into
two phases. In the first stage, participants are asked a total of 12 questions on the
hedonic and utilitarian shopping value scale, and in the second stage, they are
asked a total of 4 questions to gather demographic information. In line with the
research purpose, to examine the changes in consumer attitudes regarding hedonic
and utilitarian shopping, firstly, ethics committee permission dated 28.01.2022 and
numbered E-60263016-050.06.04-125675 was obtained from Sivas Cumhuriyet
University Social Sciences Ethics Committee.

2.2. Sampling Process

Individuals purchasing coffee beans and filter coffee through mobile shopping
applications or e-marketplaces constitute the main population of this study. Due to
the impossibility of reaching all users, data were collected after sample selection.
In accordance with the criterion that consumers have the freedom to spend to
determine the changes in their shopping behavior, the research data were collected
only from working individuals.

2.3. Data Collection Method

Data were collected twice from the same sample on different dates to examine the
changes in terms of hedonic shopping and utilitarian shopping with and without
gamification elements in consumers' shopping processes. Coffee consumption can
be considered as hedonic consumption when it is associated with a multisensory
experience related to customer satisfaction. However, it can be perceived as
utilitarian when the outcome expected is stimulation after consumption (Batra &
Ahtola, 1990). Considering the presence of both hedonic and utilitarian attributes
based on preference, data was collected in this study focusing on the product
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"coffee beans and filter coffee." Before starting the survey, the participants were
shown an evoking photo product related to coffee consumption, such as "coffee
beans and filter coffee" (randomly selected from Shutterstock images, Image
1.), and asked to give answers about their behavior in case of purchasing these
products from mobile shopping applications. For the first study, a total of 536
individuals were interviewed between 05 April - 13 April 2022.

shutterstuck shutterstock shutterstrck

Image 1. The coffee photo was shown to the individuals participating in the
first study

Ref.: shutterstock.com

Between 13 June and 26 June 2022, people who participated in the first data
collection process were contacted again and invited to participate in the study's
second phase. In the second stage, participants were shown the Starbucks star
campaign advertisement posters (Image 2.) to evoke the products related to coffee
consumption mentioned in the first application. By adding gamification elements
to the products related to coffee consumption, participants were asked to give
answers about their behavior in case they purchased these products from mobile
shopping applications. For the second study, 408 responses were received. At
the end of the data collection process, the answers given by the individuals who
participated in both data collection processes were analyzed.

.....

Hellooooooo, [ree coflee
(and something delicious)

L STAR DAYS %

STARBUCKS
REWARDS

4- wg RS ADD UP
ot DL

TO FREE DRINKS FAST STARBUCKS
REWARDS

“J REWARDS

Image 2. Gamification-themed photographs shown to the individuals
participating in the second study

Ref.: starbucks.com.tr
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At the end of both data collection processes (Study 1 and Study 2), participants
were asked the question "What is your reason for shopping for coffee?" The
responses provided by consumers who chose between options such as "flavor,
caffeine need, hot beverage need, etc." and "taking advantage of promotions,
earning points, etc." were interpreted as exhibiting either hedonic or utilitarian
shopping behavior. Coffee, through the experience of aroma and taste, serves
as a source of stimulation and is considered as an experienced outcome of
consuming coffee (Desmet & Schifferstein, 2008). Therefore, responses provided
by participants who selected the first option were evaluated as "utilitarian." On
the other hand, responses provided by those who chose the second option were
considered as "hedonic" due to the inclusion of game-like elements such as points,
levels, badges, and leaderboards, which make the shopping experience more
interactive and enjoyable (Bauer et al., 2020).

In two distinct phases of the study, two different sampling methods were
employed. During the data collection process, individuals who participated in the
initial phase were recontacted for the second stage. Therefore, the convenience
sampling method was employed as the same individuals were easily accessible
for the second round of data collection. Simultaneously, purposive sampling
was utilized, as participants were intentionally selected based on specific criteria
related to the desired product category and gamification criteria, focusing the
study on the participants who align with the research objectives.

3. Findings
3.1. Normality and Reliability Analyses of the Scales

Shapiro-Wilk test was performed for normality analysis, and it was calculated
that the variables were not suitable for normal distribution (p < 0.001). In the
analysis process, it was decided to use the "Wilcoxon Signed Rank" test, one of
the non-parametric tests, to determine whether there was a difference between the
measurement results obtained from a total of 408 people participating in both data
collection processes, and the "Mann-Whitney U" test, one of the non-parametric
tests, to look at the mean difference between two independent groups. SPSS v22
software was used to analyze the data.

After the normality tests, the Cronbach's Alpha values of the scales used in the
research are shown in Table 1.

Table 1. Cronbach's Alpha values of the scales

Cronbach's Alpha Item
. . Study 1 0.949 .
Hedonic Shopping 8 item
Study 2 0.924
o . Study 1 0.863 .
Utilitarian Shopping 4 item

Study 2 0.857
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According to the Cronbach's Alpha test results in Table 1, it was observed that
the scale items were consistent with each other for both studies. While the test
result of the hedonic shopping value scales for Study 1 was 0.949, this result was
calculated as 0.924 for Study 2. For utilitarian shopping value, the reliability ratio
was calculated as 0.857 in Study 2 and 0.863 in Study 1.

3.2. Demographic Characteristics of the Participants

Descriptive analyses were performed to determine the demographic characteristics
of 536 participants in Study 1 and 408 participants in Study 2, as shown in Table 2.

Table 2. Frequency table of demographic data

Study 1 Study 2
Participant Percentage Participant Percentage
(%) (%)
Woman 288 53.70% 232 56.86%
Gender Male 248 46.30% 176 43.14%
25-30 years old 343 64.00% 267 65.44%
31-40 years old 142 26.50% 112 27.45%
Age 41-50 years old 28 5.20% 17 4.17%
51-60 years old 18 3.40% 9 2.21%
60 years and older 5 0.90% 3 0.74%
Primary school graduate 17 3.20% 6 1.47%
High school graduate 226 42.20% 152 37.25%
Eds;’j:]o“ Associate Degree Graduate 54 10.10% 36 8.82%
Bachelor's degree 84 15.70% 72 17.65%
Postgraduate graduate 155 28.90% 142 34.80%
Less than I spent 387 72.20% 302 74.02%
Income Equivalent to what I spent 120 22.40% 87 21.32%
More than I spent 29 5.40% 19 4.66%

When the demographic data in Table 2 are analyzed, it is seen that the individuals
who participated in Study 1 have different genders, the majority of them are
high school graduates, and the majority have less income than they spend. When
the information about the ages of the participants is analyzed, it is seen that the
majority of the participants are between the ages of 25-30. 2. It was observed that
approximately 57% of the study participants were female, and 65% were between
the ages of 25-30. Approximately 3/4 of the participants stated that they have
less income than they spend. In terms of educational status, it was determined
that the participants in Study 2 were predominantly high school graduates and
postgraduate graduates.
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3.3. Hypothesis Tests

Table 3 shows the results of the different analyses of the means of the scales in
Study 1 and Study 2.

Table 3. Descriptive statistics and difference analysis results of the scales

N Min. Max Mean  Std. Deviation

Hedonic Shopping Value (Study 1) 536 1 5 3.0424 0.9101
Hedonic Shopping Value (Study 2) 408 1.88 5 4.3967 0.74486
Utilitarian Shopping Value (Study 1) 536 1.5 5 4.1158 0.96442
Utilitarian Shopping Value (Study 2) 408 1 5 3.2785 0.81459

p (Hedonic Study 1 & Study 2) <0.001 (18.408)*

p (Utilitarian Study 1 & Study 2) <0.001 (-19.744)

p (Study 1 Hedonic-Utilitarian) <0.001 (21.202)°

p (Study 2 Hedonic-Utilitarian) <0.001 (-14.416)°

2 Wilcoxon Test Z Results
®: Mann_Whitney U Test Results

Mann-Whitney U test was conducted to determine the difference between Study-1
and Study-2 for utilitarian shopping value. When the data in Table 3 are examined,
as a result of the different tests, it is seen that there is a significant difference
(p<0.001) between the level of utilitarian shopping before the gamification elements
were included in the shopping process and the level of utilitarian shopping after
the gamification elements were included. According to these results, hypothesis H,
was supported. Mann-Whitney U test was conducted to determine the difference
between Study-1 and Study-2 for hedonic shopping value. Similarly, there is a
statistically significant difference (p<0.001) between the hedonic shopping level
before the gamification elements were included in the shopping process and the
hedonic shopping level after the gamification elements were included. According
to these results, the H, hypothesis is supported.

Wilcoxon Rank test was conducted for the analysis between hedonic shopping
value and utilitarian shopping value. When the data in Table 3 are examined, it is
seen that before the gamification elements are included in the shopping process,
the average utilitarian shopping value is 4.116, while the average hedonic shopping
value is 3.042. In other words, the utilitarian shopping value has a statistically
greater mean than the hedonic shopping value before the addition of gamification
features. The difference between the utilitarian shopping value level and the
hedonic shopping value level is statistically significant. According to this result,
hypothesis H, is supported. After the gamification elements are included in the
shopping process, the mean of hedonic shopping value is 4.397, while the mean
of utilitarian shopping value is 3.279. In other words, after gamification elements
are included in the shopping process, hedonic shopping value has a statistically
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higher mean than utilitarian shopping value. Consequently, there is a statistically
significant distinction between the hedonic and utilitarian levels of shopping value.
In light of these observations, the H, hypothesis can be stated to be validated.

Figure 1 depicts the change in hedonic shopping value and utilitarian shopping
value, which is the focus of the study.

Hedonic Shopping

450 —— Utilitarian Shopping

4,00

350

Mean

3,00

Study 1 Study 2

Figure 1. Level changes of hedonic shopping value and utilitarian shopping values

According to the Wilcoxon Rank test results, hedonic shopping value increased
from 3.042 to 4.397 after the inclusion of gamification in the shopping process.
On the other hand, as a result of the same analysis, utilitarian shopping value
decreased from 4.116 to 3.279 after the inclusion of gamification in the shopping
process. These changes are shown with blue and red lines in Figure 1. According
to the Man-Whitney U test results, it is evident in Figure 1 that utilitarian shopping
value has a higher mean than hedonic shopping value before the inclusion of
gamification in the shopping process (Study 1), whereas after the inclusion of
gamification in the shopping process, hedonic shopping value has a higher mean
than utilitarian shopping value (Study 2).

4. Conclusion and Discussion

In this study, which was prepared to determine what kind of changes occur in
the purchasing behaviors of consumers when gamification elements are included
in the shopping process, a comparison was made based on the data collected in
two different periods on hedonic shopping value and utilitarian value. It was
concluded that consumers who engaged in utilitarian shopping behavior during
the purchase process without gamification elements made purchases with a higher
rate of hedonic shopping value after the gamification elements were included in
the shopping process.
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The first contribution to the marketing literature with the results of the study is
that when gamification elements are included in the shopping process, it leads to
behavioral changes in consumers. Gamification elements in the shopping process
led consumers to experience psychological changes between two opposite states,
such as hedonism and utilitarianism. One of the ways to achieve the goals of
increasing demand and sales (Kotler & Armstrong, 2016; Solomon, 2002), which
are among the general marketing objectives, is behavioral changes, which are
changes in an individual's interest in, use or tendency to purchase a product or
service (Mothersbaugh & Hawkins, 2015). Behavioral changes are very important
for brands to influence the target audience (Schumann et al., 2010; Wang &
Groene, 2020) to create customer loyalty (Bougie et al., 2003; Gomez et al., 20006;
Sari & Ardiansari, 2019) and to increase their sales (Agarwal et al., 2011; Cachon
& Swinney, 2009). Therefore, the result obtained in this study, which leads to
a change in consumer behavior when gamification elements are included in the
shopping process, is a very valuable result in terms of marketing literature.

Another result of using gamification elements in the shopping process is that it
leads to changes in consumers' purchasing decision processes. When gamification
elements were not activated, it was observed that the hedonic shopping value and
utilitarian shopping value of consumers acted similarly. This high correlation is
expected to continue when gamification elements are activated. This is seen in the
utilitarian shopping value in Table 4 (r=0.916). However, the hedonic shopping
value was weak (r=0.165) in the comparison of Study 1 (where gamification
elements were not activated) and Study 2 (where gamification elements were
activated). The decrease in the correlation between hedonic shopping value
and utilitarian shopping value (rStudylHedonicUtiIitarianZO‘792; rStudyZHedonicUtilitarianzO'228)
indicates that gamification alone has a changing effect on consumers' purchase
decision processes. Understanding consumers' purchase decision process is
important for businesses as it allows firms to tailor their marketing efforts to each
stage and influence the consumer's decision-making process (Solomon, 2002).
Therefore, the results of this study contribute to the literature to learn more about
the "black box" of consumers and to better understand how consumers make
decisions.

The incorporation of gamification components throughout the buying process
alters customers' purchase preferences, according to another finding of the
research. While consumers favored utilitarian buying behavior when gamification
aspects were absent from the shopping process (Study 1), it was determined
that they preferred the product supplied to them with greater hedonistic
reasons when gamification elements were included in the process (Study 2).
From this perspective, the incorporation of gamification components in the
buying process has caused customers' hedonic shopping value to outweigh
their utilitarian shopping value. This scenario pertains to the shift in customer
purchasing preferences. Understanding a consumer's purchasing behavior may
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assist businesses in reaching their target audience, communicating with them
effectively, and increasing brand loyalty and sales (Belch & Belch, 2012). By
integrating reward, competition, and advancement, gamification can enhance
the entire hedonic buying experience by making customers' purchasing routines
more fun and engaging. Considering the impact of hedonic shopping motivations
on purchase intention (Delafrooz et al., 2011; Hirschman & Holbrook, 1982;
Holbrook & Hirschman, 1982), the conclusion that gamification can increase the
hedonic shopping values of individuals, regardless of their current situation, has
both theoretical and practical value.

According to the findings of the study, the addition of gamification components
to the shopping process enhances the influence on hedonic shopping value while
decreasing utilitarian shopping value. The findings of the study illustrate that
the incorporation of gamification elements into the shopping process can induce
behavioral changes and enhance hedonic shopping value. This suggests that
businesses can leverage gamification strategies to cultivate more captivating and
enjoyable shopping experiences for consumers. By integrating gamified elements
like interactive features, rewards, challenges, and competitions, companies
can capture consumers' attention, elevate their engagement, and ultimately
foster a stronger connection between consumers and their products or services.
Comprehending the influence of gamification on consumer behavior and purchase
decision-making empowers firms to develop more effective marketing strategies.
By recognizing the potential for gamification to influence consumer choices,
businesses may align their messaging, product positioning, and promotional
efforts with changing consumer wants and requirements. Consequently, targeted
campaigns that leverage the emotional and experiential dimensions of consumer
behavior can heighten brand loyalty and customer retention. The implementation
of gamification in the shopping process can confer a competitive advantage
upon companies. By proficiently harnessing gamified elements, businesses can
differentiate themselves from competitors and forge a distinctive and memorable
shopping experience. This, in turn, can lead to heightened customer satisfaction,
word-of-mouth marketing, and repeat purchases, thus aiding companies in attaining
a stronger market position and greater profitability. Gamification elements possess
the potential to extend beyond commercial applications and contribute to societal
benefits. For instance, businesses can employ gamified approaches to promote
positive behaviors such as sustainable purchasing, healthy lifestyles, or social
causes. By incorporating gamification elements that align with societal goals,
companies can influence behavior change on a broader scale and have a positive
impact on society. In conclusion, the findings of this study can make valuable
contributions to both the industry and society by shedding light on the significance
of gamification in consumer behavior.

Future research will contribute to the marketing literature by establishing how
gamification will influence the evolution of customers' other innate behaviors.
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Also, in a study like this, posing a question regarding "which image is more
persuasive" when using both an image that does not contain any competitive
element and an image that can evoke a desire to win and make the person feel
engaged in a competition can help generate meaningful results.

This study was solely assessed in terms of hedonistic and utilitarian purchasing
value. Consequently, these two variables are used to analyze the change in
shopping behavior that results from the incorporation of gamification features.
By repeating the study with opposing variables such as risk perception and trust,
satisfaction, and discontent, the gamification-induced shift in behavior will be
better understood. Among the limitations of the study were the photographs used
to determine participants' hedonic and utilitarian behaviors. In future studies, the
presentation of videos or the use of VR/AR headsets to display visuals may assist
consumers in experiencing more realistic encounters. In the research process,
consumer attitudes have been examined based on responses obtained through a
scenario created, rather than real shopping experiences. In future studies, data
collected through gamification experiences implemented in the actual shopping
process will contribute to obtaining more robust results. The selection of the
study's samples is another limitation. To identify the changes in consumer buying
behavior during the data-collecting process, the freedom to spend was established
as a criterion, and only data from employed persons were gathered. Due to this, all
participants in the study are at least 25 years old. This limitation will be eliminated
as a consequence of future research that encompasses a range of ages and a bigger
sample size that allows for more generalizable findings.

The take-home message of this article is that the more gamification elements
are included in the shopping process, the more changes will occur in consumers'
behaviors, purchasing decision processes, and purchasing styles.
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ABSTRACT

Although extensive research has been carried out on intergenerational effects related to
consumption between adolescent daughters and their mothers, few studies have focused
on consumption interaction between adult daughters and their mothers. Especially as
adult daughters and mothers get older, the mother-daughter relationship evolves into one
characterized by increased sharing. It is observed that the role of adult daughters in their
mothers' choices is increasing. This study aims to determine whether social comparison
motivation affects the relationship between the adult daughter-mother connectedness
and their hedonic co-shopping, co-consumption of fashion products, and inclination to
change mothers' clothing styles. In other words, the current study examines consumption
interactions between adult daughters and their mothers from the perspective of social
comparison theory, based on the opinions of adult daughters. Data for this study were
collected employing survey methodology with 380 females aged 18-35 who shop with
their mothers. The respondents were determined through the judgmental sampling
technique. The structural equation modeling (SEM) approach was used to identify the
causal relationships between variables. According to adult daughters, their connectedness
with their mothers positively affects their mothers' social comparison motivation. Mothers'
social comparison motivation positively and significantly influences hedonic co-shopping.
Italso positively affects the role of adult daughters in changing their mothers' clothing styles
and the co-consumption of fashion products. However, the effect of social comparison
motivation on these two variables is lower than the effect on hedonic co-shopping. The
findings of this study suggest some practical clues for marketing communication messages
that brands in the fashion sector will develop.
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ANNE KIZ BAGLILIGI VE SOSYAL KARSILASTIRMA
MOTIiIVASYONUNUN BiRLIKTE ALISVERIS VE BiRLIKTE TUKETIM
UZERINDEKI ETKISI: YETISKIN KIZ COCUKLARI UZERINE BIiR
ARASTIRMA

oz

Geemis c¢aligmalar ergenlik cagindaki kizlarla anneleri arasinda tiiketim ile ilgili
kusaklararas1 etkileri gosterirken, sinirli sayida arastirma yetigkin kizlar ile anneleri
arasindaki tiikketim etkilesimlerine odaklanmistir. Ozellikle yetiskin kizlarin ve annelerin
yaslar1 ilerledik¢e anne-kiz iliskisi daha ¢ok paylasimin oldugu bir yone evrilmektedir.
Yetiskin kizlarin annelerin tercihleri {izerindeki roliiniin arttigi gozlenmektedir. Bu
arastirmanin amaci, yetiskin kizlar ile anneleri arasindaki bagliligin, hedonik birlikte
aligverig, moda Trlinlerinde birlikte tiiketim ve annenin stilini degistirme egilimi ile
iligkisinde sosyal karsilastirma motivasyonunun etkisini belirlemektir. Diger bir ifadeyle
arastirma, sosyal karsilagtirma teorisi perspektifinden yetiskin kizlar ile anneleri arasindaki
titketim etkilesimlerini yetiskin kizlarin gortislerine dayali olarak incelemektedir. Veriler,
anneleriyle aligveris yapan, 18 ila 35 yas aras1 380 kadin katilimcidan anket yontemi
ile toplanmistir. Katilimeilar yargisal drnekleme teknigi ile belirlenmistir. Degiskenler
arasindaki iliskileri belirlemek amaciyla yapisal esitlik modelleme (SEM) yaklasimi
kullanilmistir. Sonuglar, yetiskin kizlarin anneleriyle olan baglarinin, annelerinin sosyal
karsilastirma motivasyonunu olumlu yonde etkiledigini gostermektedir. Annelerin
sosyal kargilagtirma motivasyonu, hedonik ortak alisverisi olumlu ve anlamli bir sekilde
etkilemektedir. Sosyal karsilagtirma motivasyonu, yetiskin kiz ¢ocuklarinin annelerinin
giyim tarzlarini degistirme ve moda iriinlerini birlikte tiiketmedeki roliinii de olumlu
yonde etkilemektedir. Ancak sosyal karsilastirma motivasyonunun bu iki degisken
iizerindeki etkisi, hedonik ortak aligveris iizerindeki etkisinden daha diigiiktiir. Sonuglar
moda sektoriindeki markalarin gelistirecekleri pazarlama iletisim mesajlari igin ipuglari
sunmaktadir.

Anahtar Kelimeler: Sosyal karsilastirma motivasyonu, Baglilik, Hedonik birlikte
aligveris, Birlikte tiiketim, Moda iiriinlerinde giyim tarzi
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1. Introduction

The shopping experience involves social interaction. Therefore, it strengthens the
consumers' tendency to socialize in retail environments and leads them to shop
with a companion, not alone (Chen et al., 2021). A shopping companion is a person
accompanying the focal shoppers while shopping. Consumers shop with friends,
family members, and colleagues (Borges et al., 2010). In co-shopping, there is
a mutual interaction between consumers who are accompanying each other. A
shopping companion helps the consumers during shopping, making the purchase
decision easier. Consumers with little experience or confidence in evaluating
products and brands benefit from their shopping companions (Mangleburg
et al., 2004, p.103). They also aid consumers in obtaining social benefits by
making shopping more fun and joyful in that conversations during shopping
make consumers feel more comfortable and cheerful. Therefore, the consumers'
communication with a companion in retail environments proposes practical and
social benefits (Wenzel & Benkenstein, 2018). For consumers who care about the
hedonic aspect of shopping, it is a socialization experience outside the home and
an entertaining activity shared with a family member or friend (Guido, 2006).

Parents are agents for socialization with whom children experience their first
shopping (Carlson et al., 1990, p.31). Previous research on consumer socialization
and intergenerational effects has dealt with interactions between parents and
children during shopping. These studies also focus on shopping interactions
between mothers and their daughters. Previous research emphasizes that mothers
are significant agents of socialization for their daughters and have the authority
to manage them by using their social powers. Daughters are a vital component of
mothers' extended selves. Mothers expect their daughters to achieve the ideal self-
image they did not attain on their own (Sakashita & Kimura, 2011:284). However,
traditional parental roles, built on control and authority until the 1980s, have evolved
towards a more mutual and flexible relationship. This circumstance illustrates that
the gap across generations has substantially declined today compared to the past
(Ladwein et al., 2009). In addition, keeping youthfulness on the agenda, especially
in Western societies, has commenced a shift in role modeling. Therefore, parents
who desire to feel, behave, and look younger perceive their children as experts
and models (Gavish et al., 2010, p.45). Hence, the mother-daughter relationship is
usually a lifelong shopping partnership (Minahan & Huddleston, 2013).

Social comparison theory provides a useful framework for explaining the reverse
socialization process in consumption issues as the mother and daughter get older.
Researchers employ this theory in studies on human relations (Asici, 2022; Jung
et al., 2022; Verduyn et al., 2020; Buyukmumcu & Ceyhan, 2020; Jang et al.,
2016; Lewallen & Morawitz, 2016; Arroyo & Brunner, 2016; Fardouly et al.,
2015; Vogel et al., 2014; Lee, 2014; Haferkamp & Kramer, 2011; Lin & Kulik,
2002). According to social comparison theory, people have an urge to evaluate
their own opinions and abilities. The individual wants to evaluate whether his/
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her thoughts are correct and how capable he/she is. In the absence of objective
standards, people compare their opinions and abilities with those of others to
make this assessment (Asici, 2022). Consumers also make social comparisons
when evaluating their consumption decisions. And these comparisons may lead
consumers to different consumption behaviors (Chan & Prendergast, 2008; Zhu
et al., 2021; Zheng et al., 2018b; Giines et al., 2023). During childhood, mothers
are role models for daughters' consumption decisions. As daughters get older, the
reverse consumer socialization begins and mothers are more likely to compare
themselves to their daughters. As a result of this comparison, the influence of
the adult daughter on the mother's consumption decisions increases. The mother's
comparison of her own consumption abilities with her adult daughter may also
influence their tendency to go shopping and consume together. Adult daughters
can also be a good shopping companions for their mothers. Shopping trips taken
together by adult daughter-mother dyads may increase their hedonic satisfaction
with shopping. In a limited number of studies, it is emphasized that the tendency
of mothers with adolescent daughters to compare themselves with their daughters
affects their consumption decisions. As mothers' tendency to socially compare
themselves with their daughters increases, their tendency to shop and consume
together with their daughters also increases (Gentina et al., 2013; Gentina et al.,
2018). Mothers perceive their daughters as trendsetters (Gavish et al., 2010) and
are interested in the hedonic aspect of shopping (Gillison et al., 2015). Daughters
provide social support to their mothers regarding fashion and go shopping
together (Kestler & Paulins, 2014). On the other hand, sufficient evidence has not
been found regarding how comparisons between mothers and adult daughters are
reflected in consumption. Therefore, it can be said that it is worth examining the
level of social comparisons between adult daughters and their mothers and how
this affects consumption decisions.

In addition to the outcomes of social comparison in terms of consumption, it
is also worthwhile to understand the factors that affect the social comparison
between adult daughters and their mothers. The mother-daughter relationship is a
relationship that is redefined depending on age. The mother-daughter relationship
in childhood and adolescence may differ from the mother-daughter relationship in
adulthood. When studies on the mother-adult daughter relationship in the literature
are examined, especially in recent years, studies on the role of adult daughters
in the caring process of their mothers are encountered (Finster Ulfarsson et al.,
2023; Fisher et al., 2023; Stepniak et al., 2022; Sendag Anafarta & Kutlu, 2019).
Throughout their lives, adult daughters have an ongoing and active contribution
throughout life in their relationships with their mothers (Alford, 2021). Frase et al.
(2022), in their study on mother-adult daughter pairs, emphasize that in families
with a higher number of female children, mothers receive more attention from
their daughters. There are stronger emotional bonds between adult daughters
and their mothers. Mothers prefer to have more emotional exchanges with their
daughters than with their sons (Frase et al., 2022). As the daughter grows older,
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the mother-daughter relationship becomes closer and resembles a friendship
relationship (Arnett, 2007). The relationship between adult daughters and mothers
as they get older becomes more positive (Jeon, 2023). Therefore, it is thought that
the connectedness between adult daughters and their mothers will be effective on
social comparison.

Another debate about social comparison and its impact on consumption is related
to cross-cultural differences. Gentina et al. (2018) point out that French mothers
who adopt individualistic values have a high tendency to compare themselves
with their adolescent daughters, and this affects the consumption decisions of
adolescent daughters. In contrast, Japanese mothers who adopt collectivist values
have a lower tendency to compare themselves with their daughters. This result
raises the question of the level of social comparison at the individual level in
Turkish culture, which is neither fully individualistic nor fully collectivistic
(Goregenli, 1995), and how this is reflected in consumption.

To summarize, it is noteworthy that there is an intensive body of knowledge on
the influence of daughters on shopping and consumption interactions between
girls and their mothers in childhood and adolescence (Carslon & Grossbart, 1988;
Carslon et al., 1990; Grossbart et al., 1991; Haytko &Baker, 2004; Gavish et al.,
2010; Ruvivo et al, 2013; Keller & Ruus, 2014; Gillison et al., 2015; Gentina et al.,
2018). However, there appears to be limited knowledge about the antecedents and
consequences of consumption and shopping interactions between adult daughters
and their mothers at later ages. The questions that this research seeks to answer
are as follows: To what extent is social comparison between adult daughters and
their mothers influenced by mother-daughter connectedness? How the level of
social comparison is reflected in the co-shopping and co-consumption tendencies
of adult daughters and mothers? How is social comparison tendency reflected
in the changing role of adult daughters in mothers' consumption styles? While
research on social comparison theory in the marketing literature focuses on the
influence of vicarious models (Martin & Gentry, 1997; Richins, 1991; Chan &
Prendergast, 2008; Celik et al., 2022) or directly on adolescents (Gentina et al.,
2013; Gentina et al., 2018), this research focuses on how the interaction between
adult daughters and mothers can be explained in terms of social comparison
theory. The research will contribute to the expansion of knowledge in the literature
in the context of the social comparison-consumption relationship. The second
theoretical contribution of our study is to provide insights into consumption by
examining the intergenerational effect in terms of the adult daughter-mother
relationship. Moreover, previous studies have revealed different inclinations
among mothers in other cultures regarding social comparison motivations and
adult daughter-mother relationships (Gentina et al., 2018; Rastogi, 2002). Thus,
our study's third theoretical contribution is to provide further empirical results on
the connectedness between adult daughters and Turkish mothers and their social
comparison motivations, which cannot be classified as totally individualistic and
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collectivist. The fourth contribution of the research to the literature is related to the
consequences of adult daughter-mother interaction in the context of consumption.
By combining issues related to the relationship and mutual sharing between adult
daughters and mothers, social comparison theory and co-consumption, the study
examines the consumption interaction between adult daughters and mothers
from a more holistic perspective. Since the choice of clothing has an aspect of
expressing one's self-image (Gillani et al., 2015), the study focuses on the joint
consumption of adult daughters and mothers in the clothing category.

2. Theoretical Framework and Hypothesis
2.1. Social Comparison between Adult Daughters and Mothers

Social comparison means information search and utilization about other people's
standing and ideas for self-assessment. A person's self-assessment aims to judge
the accuracy of their ideas, beliefs, and capabilities (Suls & Wheeler, 2012).
Social comparisons are a crucial source of self-assessment, especially in contexts
consisting of ambiguities. Individuals compare themselves to others to better
evaluate their achievements, opinions, and abilities (Carr, 2005). Gibbons and
Buunk (1999) point out that two motives lead people to social comparison in
addition to self-assessment: self-improvement and self-enhancement. People
acting with the motive of self-improvement learn more about their abilities by
comparing themselves to others and thus improve themselves. The need for self-
enhancement affects the direction and amount of the comparison. The two concepts
proposed in the self-comparison theory in the context of self-enhancement are
upward comparison and downward comparison. In upward comparison, people
strive to be higher than their current level of performance and more capable
than the people they are comparing themselves to. They compare themselves to
people who are better in capability and performance. An individual acts with an
ego-enhancing motive to show himself more capable than others and makes a
downward comparison. He compares himself with less fortunate or less capable
individuals (Taylor & Lobel, 1989). In the social comparison process, individuals
choose the comparison target and determine whether the comparison is upward
or downward. As a result of downward or upward comparison, emotional states
conceptualized as assimilative and contrastive emerge (Verduyn et al., 2020).
In other words, upward and downward social comparisons evoke both positive
and negative emotions (Buunk & Ybema, 1997). During the social comparison
process if the individuals feel close to the target they tend to be assimilative. If
the individual does not feel close to the target, the outcome of the process is likely
to be contrastive (Mussweiler, 2001; Celik et al., 2022). Whether the outcome of
social comparison is assimilative or contrastive depends on the proximity of the
individuals to the comparison target. In assimilative the individuals get closer to
their target, whereas in contrastive they move away from it (Verduyn et al., 2020).
In the assimilative, upward comparison results in more positive emotions while
downward comparison leads to more negative emotions. The emotions that emerge
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in upward assimilative are inspiration, optimism, and admiration. Emotions such
as sympathy, fear-worry and pity manifest in a downward assimilative. In the
case of contrastive, negative emotions emerge in upward comparisons, whereas
positive emotions appear in downward comparisons. The emerging emotions in
the case of upward contrastive are depression- shame, envy and resentment. On
the other hand, contempt- scorn, schadenfreude, and pride are the emotions that
come out in the case of downward contrastive (Smith, 2000; Geber et al., 2017).
A connection exists between distinct emotional states brought on by consumption
and social comparison. Consumers who engage in a competitive relationship with
the comparison target tend to display more conspicuous consumption behavior.
Consumers making upward comparisons tend to exhibit more conspicuous (Zheng
et al., 2018a) and materialistic consumption (Chan & Prendergast, 2008). These
types of consumers are more inclined to expend money (Zheng et al., 2018b).

Research shows that culture, which influences one's beliefs, actions and
relationship with the social environment (Cheng et al., 2021), can be effective in
the social comparison process. Studies examining the relationship between social
comparison and culture focus on the individualism-collectivism sub-dimension
of culture. In individualism, which is seen in societies where ties between
individuals are loose, everyone is expected to take care of themselves and their
immediate family. In collectivism, which is the opposite of individualism, people
are expected to integrate into groups to which they are connected with strong ties
from birth and to continue to protect the group they are connected to in return
for unquestioning loyalty throughout their lives (Hofstede & Hofstede, 2005).
While Western individuals tend to be independent, individualistic, autonomous
and separate, Eastern individuals tend to be interdependent, collectivistic and
relational in community (White & Lehman, 2005). In terms of individualistic
and collectivistic values, Turkey reflects neither fully individualistic nor fully
collectivistic characteristics (Goregenli, 1995). Hofstede and Hofstede (2005)
point out that Turkey ranks 41st among 74 countries in terms of individualistic
characteristics. Whether the society is collectivist or individualist is reflected
in the behavior of individuals. Since individuals in Eastern cultures are more
concerned about their social position, they are more prone to social comparison
than individuals in Western cultures (Sasaki et al., 2014). Accordingly, collectivist
cultures are expected to be more prone to social comparison than individualistic
cultures because they are interdependent individuals in interaction. White and
Lehman (2005) state that individuals in collective cultures seek social comparison
more than those in individualistic cultures. According to Cheng et al. (2021),
Vietnam, India, Thailand, Philippines, Indonesia and Singapore, which are
countries with collectivist cultures, rank first in social comparison tendencies on
social media in 18 countries. These countries are followed by the United Kingdom,
Norway, the United States, Brazil, and Sweden, which have individualistic
cultures. Turkey ranks 12th in this ranking. In addition, while the frequency of
social comparison is higher among young people in most countries, this situation
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is the opposite in Turkey, with older people making more social comparisons.
In terms of consumption, in collectivist cultures, dependence on others is at the
forefront in consumption patterns, while in individualist cultures, consumers have
a self-sufficient lifestyle (Hofstede & Hofstede, 2005). Gentina et al. (2018)
emphasize that Japanese mothers, who are dominated by collectivist culture,
exhibit group-level social comparison behavior in consumption issues, while
French mothers, who are dominated by individualist culture, exhibit individual-
level social comparison behavior.

2.2. Connectedness between Adult Daughter and Mother

O'Connor (1990) emphasizes that among social scientists, there is a tendency to
equate the closeness of a relationship with feminine inclinations. Researchers
indicate a special closeness between daughters and mothers at all stages in the life
course (Fischer De, 1991). According to Horney (1967), the relationship between
mothers and daughters is paramount in their lives (cited in Onayli, 2010). The
significance of the relationship between daughters and mothers can be attributed
to several factors. Firstly, mothers spend more time with their daughters than
fathers. Secondly, mothers are often assumed liable for transferring values, and
they equip their daughters for life to become a member of society (Onayli, 2010).
Thirdly, it is suggested that mothers identify with their daughters rather than their
sons. Daughters also have a higher tendency to be caregivers for their elderly
mothers than sons (Fischer, 1991).

Researchers who study the mother-daughter relationship have used psychoanalytic
theory, object-relations feminist theory, attachment theory, or intergenerational
theory (Rastogi, 1995). Rastogi (1995), who has conducted the most comprehensive
study on the adult daughter-mother relationship, constructed her study on the
combinations of these theories. She defines connectedness as the ability to share
feelings and thoughts and make sacrifices in an adult daughter-mother relationship.
Although connectedness does not require frequent physical contact or verbal
gestures of closeness between daughter and mother (Rastogi, 2002:146), physical
contact offers a further perspective in measuring the closeness between daughter
and mother.

Fischer (1991) underlines in a series of studies conducted on middle-class families
that there are closer relationships between adult daughters and mothers than other
intergenerational pairs. Thompson and Walker (1984) suggest that high reciprocal
relationships among older generational pairs increase attachment compared to
younger mothers and daughters. The relationship quality of daughter and mother
can vary in different cultures (individualist vs. collectivist). The relationship
quality may also be evaluated by daughters and mothers dissimilarly. Mothers
perceive the quality more positively, whereas daughters may perceive it more
negatively (Trommsdorff & Schwarz, 2007).
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Social comparison theory assumes that a person gives priority to likeness when
deciding to whom they compare themselves. People primarily use standards
like theirs (Gentina et al., 2013). Daughters and mothers have a relationship
history, so their self-schema networks overlap. They share similar schemes since
they are both female and have similar roles. Therefore, they have a reciprocal
influence (Curtis, 1990). Brown et al. (1992) point out that the nature of the social
relationship between two people determines the effect of one's characteristics on
the other's self. Suitor and Pillemer (2006) highlight that mothers do not favor
adult daughters over sons only for closeness and emotional support; they also
converse more with their daughters about their decisions. As stated by Gentina et
al. (2013), mothers' relational proximity with their daughters is positively linked
to the mother's social comparison motivation. Considering these relationships, we
assume that the connectedness between adult daughters and their mothers affects
the mothers' social comparison tendency with their daughters. The tendency of
adult daughters and their mothers to share their thoughts and to make sacrifices
for each other will influence the mothers' benefit from their daughters' ideas in
decisions related to everyday life. Accordingly, we have developed the following
hypothesis:

H : The connectedness of the adult daughter and her mother positively affects
social comparison motivation.

2.3. Social Comparison and Consumption Behaviors

In some intergenerational effects studies, it has been postulated that the mother
has a decisive role in transferring skills and knowledge related to consumption and
that there is a correct transfer from mother to daughter. By ignoring the potential
for reverse socialization, some consumer socialization research also suggests that
the mother is her daughter's most significant socialization actor (Gentina et al.,
2018). Recent research in consumer socialization stresses that the relationship
between parent and child on issues related to shopping and consumption is not
one-sided. In this process, just as parents take the role of teachers, children can
teach their parents about consumption phenomena they did not know before. In
this process, which is called "reverse socialization", parents apply the knowledge
of their adolescent or adult children on issues related to the use, installation, and
purchase of new products (Ekstrom, 2007). As the communication between adult
daughter and mother increases, socialization tendencies also increase (Marcotte,
2013).

In the shopping experiences of adult daughters and mothers, both attach
importance to the hedonic aspect of shopping. Daughters and mothers care
about the multisensory, fantasy, and emotive aspects of the consumption
experience (Hirscman & Hollbrook, 1982). Specifically, a consumer who has
to uncover new styles in fashion products acts more with hedonic drives (Yim
et al., 2014). However, it is emphasized that daughters and mothers value co-
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shopping as an opportunity to spend quality and enjoyable time together and that
they get away from the engagement in their daily lives through co-shopping.
Co-shopping strengthens the bonds between daughter and mother (Gillison et
al.,, 2015). Minahan and Huddleston (2010) point out that daughters in their
20s spending time together in co-shopping with their mothers is perceived as
a value beyond buying and consumption. Minahan and Huddleston (2013)
highlight that adult women evaluate their shopping experiences with their
mothers as a leisure activity, not transaction-based routine shopping events.
The experience of co-shopping is more related to the value of the mother-
daughter relationship. In co-shopping, middle-aged women's pleasure in
spending time with their daughters affects mother-daughter solidarity more
than other factors (Park et al., 2019). Accordingly, we propose the following
hypothesis:

H,: The mother's social comparison of herself with her adult daughter positively
affects their hedonic co-shopping.

According to Gentina et al. (2013), mothers' comparing themselves with their
daughters is an influential motivation for engaging the mother in co-consumption
and co-shopping with their daughters in clothing products. The social comparison
also encourages the mothers to change their clothing style. It increases the
mothers' inclination to change their clothing styles, preferred brands, and stores.
Kestler and Paulins (2014) suggest that the close relationships between university
students (18-23 years old) and their mothers are evident since the daughters
provide social support to their mothers due to their bond. As a result of this
social support, adult daughters and their mothers shop together, and daughters
significantly influence their mothers’ fashion styles. Mothers get fashion advice
from their daughters, and adult daughters mentor their mothers. Therefore, many
mothers pay attention to their daughters' ideas on fashion and perceive them as
trendsetters in fashion products. Daughters and mothers shop from the same stores
and use the same fashion products together (Gavish et al., 2010). Gentina et al.,
(2018) have examined this relationship through an intercultural comparison. The
results show that French mothers living in an individualistic society prefer to
compare themselves to their daughters. In contrast, Japanese mothers, members
of a collectivist society, favor comparing themselves to other people, considering
the expectations of their families and society. The fact that Japanese mothers
compare themselves to others encourages them to clothing co-consumption and
co-shopping with their daughters. It is noted that French mothers who compare
themselves to their daughters change their style by being influenced by their
daughters' clothing preferences and engage in clothing co-consumption and co-
shopping. Regarding these relationships, we posit that mothers' motivation to seek
their adult daughters' opinions on issues related to daily life can affect shopping
and consumption-related behaviors. For this reason, we propose the following
hypotheses.
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H : The mother's social comparison of herself with her adult daughter positively
affects their co-consumption behaviors.

H : Mother's social comparison of herself with her adult daughter positively
affects the mother's inclination to change clothing style.

3. Methodology
3.1. Research Design, Sample, and Data Collection

Causal research design is used to obtain evidence of the cause and effect relationship
between variables (Malhotra, 2007). Thus the present study employed, a causal
research design to determine the nature of the effect between the variables of
adult daughter-mother relationship, social comparison motivation, hedonic co-
shopping, co-consumption behaviors, and inclination to changing style.

The study used judgmental sampling to select the participants. Judgmental
sampling is a form of convenience sampling in which the population elements
are purposely selected based on the judgment of the researchers. Using
judgment and expertise, researchers are subject to specific criterions that they
believe are appropriate for the research problem (Malhotra, 2007). In this study,
consumption interactions between adult daughters and mothers are analyzed
from the perspective of adult daughters. Accordingly, the first criterion taken
into consideration in sample selection was the age criterion. An age range
was determined for the inclusion of adult participants in the study. The lower
limit of the age range is 18 years old, which is accepted as the age of transition
to adulthood. The upper limit is 35 years of age. There are two reasons for
choosing 35 as the upper limit. It has been observed that the tendency of adult
daughters and their mothers to co-consume is lower when the mother is in late
adulthood (over 60 years of age). In addition, it was thought that Turkish women
in late adulthood would not be very open to the guidance of their daughters in
their clothing preferences due to the influence of cultural values. Since the co-
shopping and co-consumption tendencies of adult daughters and their mothers
were examined in the study, a second criterion had to be determined in sample
selection. For this reason, the criterion of shopping with her mother was also
taken into consideration in determining the participants. So, the participants
included in the sample in this research have the following characteristics: being
between the ages of 18-35 and shopping with their mother. Adult participants
who met the age criteria but did not shop with their mothers were not included
in the sample. The sample consisted of adult daughters aged between 18 and 35
who engaged in co-shopping with their mothers. While determining the sample
size of the study, Hair's suggestion of reaching a sample at least five times the
total number of statements in the number of independent variables was taken into
consideration (Hair et al., 2014). At the end of the field study, 380 respondents
participated the study.
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Throughout this study, research and publication ethics were observed. In all steps
of the research, researchers followed the ethical principles. It was evaluated at the
meeting (no: 27) by the Ethics Committee of Tokat Gaziosmanpasa University Social
and Human Sciences Research on 29.12.2022 and found ethically accepted. The
questionnaire technique was utilized for data collection. The study was conducted
as an online survey, and the data were gathered via Google Forms. The reasons
for preferring online surveys are researchers' desire to reach diverse participants
(Nayak & Narayan, 2019), low response time, lower cost and flexibility (Granello
& Wheaton, 2004). The disadvantages of online surveys are low response rate and
measurement error (Granello & Wheaton, 2004). To increase the response rate,
the data collection process was completed over a period of two months and the
survey link was sent to potential respondents at regular intervals. In order to reduce
measurement error, the survey questions were placed on the form so that they could
be read comfortably on the vertical screen of the smartphone, and control questions
were added. The data was collected between 30.12.2022-30.02.2023.

There were two main sections in the questionnaire. The first section included
connectedness, social comparison motivation, the daughter’s role in the inclination
to change the mother’s clothing style, hedonic co-shopping, and co-consumption
behaviors, with 25 items. The items were measured on a 5-point Likert scale from
(1) Strongly disagree to (5) Strongly agree. The second section involved eight
open-ended and close-ended demographic questions about mothers and daughters.

The connectedness items were adapted from Rastogi (2002), while the items of
social comparison motivation were adapted from Gibbons and Bunnk (1999). The
items of the daughter’s role in the inclination to change the mother’s clothing style
and co-consumption behaviors were adapted from Gentina et al. (2018). Anew item
was added for the daughter’s role in inclination to change the mother’s clothing
style as “mother asks for an opinion on the outfit she will wear.” Moreover, the
hedonic co-shopping items were developed from the qualitative studies of Arnold
and Reynolds (2003) and Minahan and Huddleston (2010).

3.2. Data Analysis and Research Model

Before the data analysis, three questionnaire forms out of 380 were excluded as they
were filled out inaccurately. Thus, 377 questionnaire forms were analyzed using IBM
SPSS 25 and AMOS 24 package programs. Cronbach's o and descriptive statistics
were performed using IBM SPSS 25 AMOS 24 was utilized in data processing by
applying confirmatory factor analysis (CFA) and structural equation modeling (SEM).

Figure 1 illustrates the research framework, which includes connectedness as the
independent variable and social comparison motivation as the mediating variable.
This research framework was used to investigate the effects of social comparison
motivation on hedonic shopping, co-consumption behaviors, and inclination to
change the style.
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Figure 1. Research Model

Before the SEM analysis, whether the data showed a normal distribution according
to kurtosis and skewness values was examined. George and Mallery (2010)
emphasize that kurtosis and skewness values between £1.0 are excellent for
most psychometric purposes. However, a value between £2.0 is also acceptable,
depending on the specific application. The results of normality analyses are shown
in Table 1. Accordingly, the skewness value of the data set varies between -0.214
and -1.012, whereas the kurtosis value varies between -0.099 and 1.731. These
values are among the outliers George and Mallery (2010) specified, and the data
set provides the normality assumption.

Table 1. Normality Analysis

Skewness Kurtosis

Connectedness -0.989 1.452
Social Comparison Motivation -1.012 1.731
Daughter's Role in Inclination to Changing Mother's Cloth-

.aug er's Role in Inclination to Changing Mother's Clo 0218 0.295
ing Style

Hedonic Co-shopping -0.492 -0.099
Co-consumption Behaviors -0.214 -0.672

4. Results

4.1. Demographic Profile

Of the 377 participants, 155 (41.2%) are 18-25 years old, 114 (31.8%) are 31-35
years old, and 102 (27%) are 26-30. Of the participants’ mothers, the majority
(81%) are between 41 and 60 years old, 13% are over 60, and 6% are under 41.
Regarding the participants’ income, 45% earn 5,501-15,000 TL, 24% earn 15,001-
25,000, %11 of them earn 25,001-35,000 TL, and 10% earn over 35,001 TL and
under 5,500 TL. While 60% of the participants have an associate or bachelor’s
degree, 22% have a high school degree, 15% have a master's or doctorate
degree, and 3% have a secondary or primary school degree. Their professions
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vary as students, teachers, housewives, private-sector employees, civil servants,
academicians, doctors/chemists/dentists, and architects/engineers.

More than half of the participants (57%) live in the same city with their mothers.
Considering the frequency of phone calls with their mothers, 77% of the
participants talk on the phone daily or several times a day, 20% several times a
week, and 3% several times a month. According to the frequency of face-to-face
meetings with their mothers, it was found that more than half of the participants
(55%) meet daily or several times a week, 14% of them meet several times a
month, 29% of them meet several times a year, and 2% of them meet once a year.

4.2. Measurement Model Analysis

CFA was performed to test the construct validity of the variables of connectedness,
social comparison motivation, the daughter’s role in inclination to change the
mother’s clothing style, co-consumption, and hedonic co-shopping.

The results of CFA are shown in Table 2. All factor loadings were sizable (A was
ranged from .50 to .92) (Hair et al., 2014). The relationship between them was
significant (p<0.05). According to the analysis results, the adult daughter-mother
relationship, social comparison motivation, daughter's role in inclination to change
mother's clothing style, hedonic co-shopping, and co-consumption variables
have a single-factor structure as in other studies. To test the convergent validity,
reliability coefficients (at), composite reliability values (CR), and average variance
extracted (AVE) values for the dimensions were examined. The average variance
extracted (AVE) values ranged from 0.40 to 0.83, and values were greater than
0.40 (Fornell &Larcker, 1981). Fornell and Larcker (1981) reported that although
the AVE value is below 0.50, the AVE value below 0.50 can be accepted as the
CR value is above 0.70. Cronbach coefficients also show that the factors have
a high level of reliability (Hair et al., 2014). According to these values, it was
observed that convergent validity is provided. The reliability of the constructs was
examined by calculating the composite reliability (CR) score. CR values ranged
from .72 to .91 and were greater than 0.70 (Hair et al., 2010: 710).

Table 2. Confirmatory Factor Analysis

Constructs o> CR AVE Cror;bach
Connectedness

Share intimate secrets with mother. 0.57

Share intimate secrets with me. 0.66

Share personal feelings with me. 0.60

Share personal feelings with mother. 0.79 0.88 0.46 0.88
Share opinions and values with me. 0.68

Share opinions and values with mother. 0.74
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Be willing to make sacrifices when mother needs
something

Mother will always love me regardless of what I do.
Consider mother and I to be very close
Social Comparison Motivation

Mother is not the type of person who compares herself
often with me.

Mother tries to find out what I think when she wants to
learn more

Mother wants to know what I do in a similar situation.

Mother wants to know my opinion when she
encounters a problem

Mother likes to exchange ideas with me

Daughter's Role in Inclination to Changing
Mother's Clothing Style

Mother asks for an opinion on the outfit she will wear

Mother changes clothing style by being influenced by
me

Mother buys new brands that I recommend to her
Mother learns about new brands and stores from me
Hedonic Co-shopping

Enjoy shopping with mother

Get away from daily problems while shopping with
mother

Go shopping to keep up with the new fashions

Have a good time doing things that we do not have in
mind while shopping with mother

Even if we don’t need anything, we go shopping with
mother.

Co-consumption Behaviors

Clothes and accessories that use in common with
mother

Exchange clothes and accessories with mother

0.56

0.68
0.80

0.55

0.84

0.85

0.86

0.81

0.52

0.68

0.78
0.50

0.80

0.84

0.78

0.82

0.63

0.92

0.90

0.89 0.63 0.87
0.72 0.40 0.70
0.88 0.60 0.88

0.91 0.83 0.90

The results of the model’s goodness of fit related to confirmatory factor analysis
are given in Table 3. The goodness of fit values was between recommended limit
values. y2/df score ranged to 3.375. The result suggested an acceptable fit, as the
y2/df score was greater than 3 but less than 5 (Kline, 2011). The root mean square
error of approximation (RMSEA) was 0.079. A value of 0.08 was the indicator of
acceptable fit. The goodness of fit index (GFI) demonstrated an acceptable fit since
it was higher than 0.80 (Simon et al., 2010). The comparative fit index (CFI) was
0.886, which indicates an acceptable fit (Dehon et al., 2005). Adjusted goodness
of fit index (AGFI) indicated acceptable fit (Simon et al., 2010). Standardized root
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mean square residual (SRMR) value also revealed an acceptable fit (Kline, 2011;
Schermelleh-Engel et al., 2003).

Table 3. Confirmatory Factor Analysis Good Fit Values

Excellent Fit Acceptable

Values Fit Values Sources
x2/df 3.375 0< ¢2/df <3 3<y2/df <5 Kline, 2011; Simon et al., 2010
0.05< RM-
RMSEA . < <0. - i .
S 0.079 0<RMSEA<0.05 SEA< 0.08 Simon et al., 2010
GFI 0.841 >0.90 >0.80 Simon et al., 2010
AGFI 0.804 0.95<AGFI<1.00 0-80< Simon et al., 2010
' o - AGFI<0.95 N
CFI 0.886 0.90< CFI<1.00 0.80< Dehon et al., 2005
' T CFI=<0.90 v
0.05< Kline, 2011; Schermelleh-Engel et
< <
SRMR 0.0611 0 < SRMR<0.05 SRMR<0.10 al., 2003

Discriminant validity is defined as the degree to which a construct differs from
other constructs, in terms of both how related it is to other constructs and in how
much the measured variables represent exclusively this single construct (Hair et
al., 2014). Table 4 illustrates the variables' correlation coefficients and the AVE's
square root values (values in parentheses). The square roots of the AVE values
were greater than the correlation coefficient values, and the constructs provide
discriminant validity (Hair et al., 2014).

Table 4. Discriminant Validity

g 1
2 g =
= £, 2 ¢ %
2 S L S o s £
2 O g < £ 2 22
%) _ g o0 = g >
= € =§ <= 92
9 S o = = :
S s E0 =& dJ4
Connectedness (0.68)
Social Comparison Motivation 0.66%* (0.79)
Inclination to Changing Style 0.35%* 0.33%* (0.63)
Hedonic Co-Shopping 0.59%%* 0.55%* 0.44** (0.77)
Co-consumption Behaviors 0.29%%* 0.27** 0.27** 0.44** (0.91)

** Correlation is significant at the 0.01 level

The structural model showed acceptable goodness of fit (¥2/df=3.322, CFI=0.887,
GFI=0.836, AGFI=0.801, SRMR=0.077, RMSEA=0.079) (Kline, 2011; Simon
et al., 2010). The structural model results illustrated that connectedness between
adult daughter and mother positively affects social comparison motivation
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(B=0.865, p<0.001). Moreover, the social comparison motivation had a positive
impact on hedonic co- shopping (f=0.694; p<0.001), co-consumption behaviors
(B=0.357; p<0.001), and daughters’ role in inclination to change mothers’ clothing
style (=0.482; p<0.001) (see Figure 2, Table 5). Thus, the hypotheses of H, H,,
H,, and H, were accepted.

Hedonic Co-Shopping

. n 81 Social Comparison

Motivation

Co-
Behaviors

N

Figure 2. The Results of the Structural Model

Inclination to
Changing Style

According to R, values, connectedness between adult daughter and mother
explained 75% of the social comparison motivation. Social comparison motivation
explained 48% of the hedonic co-shopping variable, 13% of the co-consumption
behaviors variable, and 23% of the inclination to changing style variable.

Table 5. The Results of Path Analysis

Path
coeffi- Standard
cient Error

®
Connectedness = SocialComparison Motivation (H,)  0.865 0.122 8627 *** Supported

Impact p Results

Social Comparison Motivation—> Hedonic Co-shop-
ping (H,)

Social Comparison Motivation = Co-consumption
Behaviors (H,)

Social Comparison Motivation = Inclination to
Changing Style(H,)

0.694 0.102 9352 *** Supported
0.357 0.111 5416 *** Supported

0.482 0.055 5900 *** Supported

Connectedness = Social Comparison Motivation

R=0.75

Social Comparison Motivation—> Hedonic Co-Shop-
ping R,=0.48

Social Comparison Motivation = Co-consumption
Behaviors R,= 0.13

Social Comparison Motivation—> Inclination to
Changing Style R = 0.23

##% n<(.001
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In summary, adult daughters believe that their connectedness with their mothers
has a very strong effect on their mothers' motivation to compare themselves with
their daughters. Moreover, mothers’ hedonic experiences when shopping with
their daughters are strongly and positively influenced by mothers' motivation
to compare themselves to their daughters. For adult daughters, their mothers'
inclination to compare themselves with their daughters strongly and positively
affects the role of adult daughters in changing the mother's clothing preferences.
Social comparison tendency has a low and positive effect on adult daughters' co-
consumption behaviors with their mothers.

5. Discussion and Conclusions

In this research, we examined the role of adult women in changing their mothers'
clothing style and their co-consumption and hedonic co-shopping tendencies
in terms of social comparison motivations. The literature revealed that reverse
consumer socialization between adolescent daughters and their mothers exists,
daughters are perceived as trendsetters by their mothers (Gavish et al., 2010), and
they provide social support to their mothers during shopping (Kestler & Paulins,
2014). The mother's social comparison motivation with her adolescent daughter
leads mothers to shop and exchange clothes with their daughters (Gentina et al.,
2013). The results of our research demonstrated that adult daughters influence
their mothers, just like adolescents. According to adult daughters, when mothers
make decisions about daily life, they care and want to learn their adult daughters’
opinions and love exchanging ideas. Adult daughters are significant comparison
agents for their mothers. Daughters’ close relationship with their mothers strongly
affects social comparison motivation. There is a close interaction between mothers
and adult daughters. They mutually share secrets, feelings, and ideas and make
sacrifices when necessary (Rastogi, 2002). Several adult daughters talk with their
mothers on the phone daily, and most of them meet their mothers almost every
day as they live in the same city. Since Turkish culture is not a truly individualistic
society (Goregenli, 1995), children and parents have close relationships. In
societies with collective values, family relationships are extremely important and
decisions are made together with family members. Societies close to collective
values prefer to do things with others and believe that cooperation is the best way
to achieve goals (Chung & Mallery, 1999). In Turkish families, this relationship
between children and parents proceeds even after the adult children leave home.
Since children and parents gather frequently, they support each other in decisional
processes (Onayli et al., 2010). It is assumed that the closeness between adult
daughters and mothers is greater than between adolescent daughters and their
mothers due to the reciprocal relationship in the former (Thompson & Walker,
1984). These interactions between adult daughters and mothers increase daughters'
social support for their mothers and induce mothers to converse more with their
daughters about their preferences (Kestler & Paulins, 2014; Suitor & Pillemer,
2006). Emotional interaction between adult daughters and their mothers continues
(Frase et al., 2022). Adult daughters have an active contribution to their mothers'
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lives (Alford, 2021). According to adult daughters, mothers compare themselves
with their daughters to evaluate their ideas and abilities. Self-enhancement
motivates mothers to engage in social comparison (Carr, 2005; Gibbons & Buunk,
1999). Adult daughters assert that mothers benefit more from their dynamic and
modern viewpoints as they get older. The effective interaction between the adult
daughter and their mother encourages the mother to compare herself with her
daughter. Adult daughters think that mothers find it pleasant to seek daughters’
opinions to shape their daily decisions. Therefore, it can be noted that mothers
who feel close to their daughters tend to assimilate (Mussweiler, 2001; Celik et
al., 2022). Although Turkish society is not a fully individualistic culture, there is
individual-level social comparison between adult daughters and their mothers.
This result does not support the results of Gentina et al. (2018).

Social comparison motivation increases adult daughters' and mothers' hedonic feelings
towards co-shopping, which is found to be the most significant effect in the current
study. The mothers' being influenced by their daughters' opinions positively affects
the pleasure they feel from discovering new fashion products during co-shopping
(Yim et al., 2014) and their perception of co-shopping as a valuable activity (Minahan
& Huddleston, 2010). Adult daughters and mothers do not consider shopping
experiences as usual events they accomplish rationally (Minahan & Huddleston,
2010). It is understood that solidarity and support between young adult daughters and
their middle-aged mothers increase their pleasure in spending time together (Park et
al,, 2019). The collectivist tendencies of Turkish society may also be effective in the
effect of social comparison on co-shopping. The fact that social networks are the most
important source of information in collectivist societies and that consumption patterns
depend on other consumers (Hofstede & Hofstede, 2005) may affect this relationship.

What is more, under the influence of social comparison motivation, adult daughters
teach their mothers new brands, make them buy these brands that they have not
bought before, and are influential in changing their mothers’ clothing styles. In
addition, social comparison motivation positively affects the exchange of clothing
and fashion products and the purchase of the products that both will use (Gentina
et al., 2013; Gentina et al., 2018). However, the effect of social comparison on
co-consumption and changing clothing styles is lower than hedonic co-shopping.
The weaker effect of social comparison on the style change and co-consumption
of fashion products may be due to the mother's concerns about social and religious
values. In addition, mothers may prefer to have a similar clothing style to their
peers. These results provide insight into middle-aged Turkish women’s tendency
towards collectivist values in terms of individualism-collectivism dimensions.
That mothers and adult daughters do not favor dressing the same may also be
because of dissimilar clothing sizes, which change with aging.

6. Managerial Implications and Limitations

It is believed that the results obtained in this research offer essential clues for brands
whose target audience is female consumers. The research results confirm that the



218 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say:: 1, Ocak 2024, ss. 199-226

daughter-mother relationship, which was more hierarchical in the past, has become
more mutual and amicable. For mothers, adult daughters are companions with whom
they spend a pleasant time. They perceive co-shopping as entertainment through
which they escape everyday life's problems. In co-shopping, they not only adore
discovering new products but also allocate time for social events. Thus, shopping
mall and retail store managers can design advertising campaigns with hedonic
messages to boost the number of customers in shopping malls. These campaigns
may target fashion brands and retail services in a shopping mall. Shopping mall
managers can organize social events based on daughter-mother interaction.

Most women's brands have diverse age groups as their target audience. With
the transformation of the parent-child relationship to become more mutual and
adaptable, the dissimilarities between daughters’ and mothers’ styles have also
lessened. Mothers who have a strong affinity for their adult daughters, compare
themselves to them, and desire to look younger want to take advantage of their
daughters’ power of guidance more. Hence, fashion brands can design marketing
communication messages based on daughter-mother solidarity and interaction due
to the connectedness of adult daughters and mothers. Fashion brands can also design
communication messages depending on the everyday conversations between mothers
and adult daughters. The role of adult daughters in influencing their mothers can be
highlighted in advertisements that tell the stories of mothers' purchasing decisions in
fashion products. Fashion brands targeting middle-aged women can take advantage
of the influence of adult daughters in communication messages aimed at increasing
brand awareness. They can design dynamic and innovative clothing products that
will meet the expectations of middle-aged women to look younger and dress like
their daughters. The communication messages of fashion brands may also include
statements emphasizing the changeful and dynamic aspect of middle-aged women.

Certain limitations to the present study need to be acknowledged. A limitation of this
study is that the sample consisted only of adult daughters. Future research on mother-
daughter pairs will provide comprehensive data regarding daughters' and mothers'
views and allow researchers to compare and contrast. Secondly, the participants were
only Turkish women. As Turkish society does not display individualistic behaviors,
further research can be designed based on comparing individualistic (such as in
European countries) and collectivist (such as in Asian countries) cultures besides
Turkish culture. Moreover, given that group-level comparisons are more intense
in collectivist cultures, causal studies can be designed to measure mothers' group-
level social comparison with friends and companions and its effect on consumption.
The third limitation is that this research focused on the clothing category. To reach
more comprehensive results, further studies may address the diverse product
categories that daughters and mothers shop together (e.g., furniture, furnishings,
home accessories, and home textiles). Finally, the current study was conducted
with quantitative research methodology, with no data variation. In future studies,
a qualitative research design can be undertaken to reveal the impediments to adult
daughters' and mothers' co-consumption of fashion products.
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